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How Esso’s new dealer 
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WILSHIRE OIL STARTS 
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Service by Scooter: A New Trend? 


It’s Kerr-McGee’s low-cost approach to the supermarket era 
page 96 











YOU CAN MAKE THIS 
A MORE PROFITABLE 
FUEL OIL SEASON 


wilh 


BRODIE BiRotor METERS 


In the busy fuel oil season, your men and equip- 


ment can handle more business through faster 
loading, deliveries and accounting with Brodie 
BiRotor Meters on loading racks and tank trucks. 
There’s more profit, too, with accurate control 
and records of every fuel oil transfer, without 
spillage or short delivery losses. The sustained 
accuracy, ruggedness, and low maintenance of 
BiRotors are proved through years of perform- 
ance. For the Brodie Metering Equipment tai- 


lored to your exact needs, consult the Brodie 


Metering Specialist —as near as your phone. 





INSTALL IN ANY POSITION 

Brodie Loading Rack Meters may be installed vertically 
or horizontally at any point in line or loading arm, and 
may be completely line supported. This allows full flex- 
ibility for simplest possible installation with any piping 
layout. 


MAXIMUM ACCESSIBILITY 

Simple unit-built assemblies permit easy inspection, 
cleaning, service or replacement of measuring element, 
counter or adjustor without disturbing line connections. 


FOR EVERY LOADING RACK REQUIREMENT 

There’s a BiRotor Meter for every capacity, with easy 
reading Brodimatic Counters, Printers, Quantrols, or 
Remote Counters and Controls to meet all loading rack 
needs. 


FLEXIBILITY OF INSTALLATION 

Brodie Tank Truck Meters are designed so that inlet, 
outlet and counter may face in virtually any direction 
to allow simplest piping arrangement and efficient use 
of cabinet space. 


COMPACT, ACCESSIBLE 

Complete Meter and Strainer-Air Eliminator are com- 
prised of simple, interchangeable unit-built assemblies 
which can be inspected or serviced without disturbing 
line connections. 


FULL RANGE OF TYPES AND CAPACITIES 

Capacities from 60 to 150 gpm, for pump or gravity 
operation. Choice of counters: Brodimatic, Brodimatic 
Printer, Brodimatic Quantrol for automatic quantity 


control, and space saving “G” Counters. 
709 





RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, WN. Y. DALLAS 7, TEXAS 
550 So. Columbus Ave. 167 Parkhouse St. 


REPRESENTATIVES WITH STOCKS AND 


CHICAGO OFFICE: 
1227 Circle Ave., Forest Park, Ili. 





SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
221 9th Ave. N. 5401 Sheila Street 


FACILITIES §#N ALL PRINCIPAL CITIES 
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BUT THEY'RE NOT UNATTENDED 


tee maboreigen. the ladies know they have a friend 
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grey rer 200.008 mee bike this Peedy to Kelp vow. 
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Yout major invesinents—your auromubile 

’ 
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drive Copipteiely stone 


“Ads like this make me proud of my job” 


No pousT you have seen Ethyl’s advertisements designed to build a 
better understanding of the service station man and the job he does. 


American Legion Magazine asked a panel of 1900 service station 
dealers to express their views on this Ethyl advertising. 

“Ads like this make me proud of my job” was typical of the com- 
ments received from all parts of the country. Some other random 
quotes were “Advertising like this can’t help but do good...” “Keep 
up the good work”... and . . . “Accept our thanks.” 


Ethyl’s advertising appeared in both national and regional maga- 
zines . . . in all, 67,000,000 messages building good will for serv- ot ornseengih mma 
ice station men and the oil companies whose products they sell. 
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OPW MANHOLES 
AND WATER-TIGHT 


No. 104-A Plain 
No. 104-B Lock. 


Write today for the latest information on 
all types of OPW Manholes and Water- 
Tight Fill Boxes. There’s a size and type 
for any desired installation. 


Sturdy cast iron bodies and cast iron or 
bronze covers withstand years of heavy 
constant driveway traffic. Water-tight 
seal keeps fill cap and pipe free for im- 
mediate filling—no delays, no hazards, 
quick opening and easy secure closing. 


2 





No. 126-A 


. with 2 Brass Identification Plates 


yd =) © @) = Sd 
Waal TANK ne uf t od ce KIN : — = ‘a a " 
CONTENTS! Bh ). ee 


INDICATE TANK 
CAPACITY! 


AVOID 
CONFUSION! 


OPW CORPORATION 


2735 COLERAIN AVE, CINCINNATI 25, OHIO Kirby 1-5400 


NATIONAL PETROLEUM NEWS * September, 1957 





National 
Petroleuinr NOWS coe sor socrome: 


Top of the Month... 





New Survey: Why your customers buy the way they do 


You can find out in this exclusive NPN report of a new DuPont survey, Buying Patterns at 
Service Stations. It’s good stuff for your advertising and promotion campaigns . . . page 134 


What you'll like and dislike about the '58 cars 


Detroit has come up with plenty of changes, good and bad, that will affect you. Here’s an 
analysis by Automotive Editor Holger Ridder . . . page 126 


Would psychological testing help you get better dealers? 


Esso Standard thinks so, and it’s using a special test to do the job. It’s an idea that’s worth 
a lot of attention ... page 102 


Month in Full... 





MERCHANDISING THE GREEN SECTION 
Shop ’n Gas: A fresh idea that could start a trend Ahead of the News 

GENERAL Petroleum Indicators ... 
Why OIC’s switching signals for Oil Progress Week Supply and Demand .... 
How Esso’s new test helps pick better dealers 


BULK PLANTS AND TERMINALS 
Case study: Sun cuts costs by trimming terminals 
MANAGEMENT DEPARTMENTS 
How Wilshire’s planning its West Coast push About Oil People 
Where Kerr-McGee’s new expansion drive will go Advertisers’ Index 
AUTOMOTIVE Behind Our Headlines ... 


What the ’58 model cars will mean to your business .... Brief but Significant ... 
FUEL OIL Classified Advertising ... 


Profit-making gimmick: Bootees for burner men Editorially Speaking .... 
Want to cut service calls? Here are six ways Equipment 
Letters 
ae Meetings 
Exclusive: DuPont tells you what makes motorists buy . & 


Station overbuilding—or not? A 26-company report ... Money -making Ideas 
RMN is 3 SG ee 153 


STATIONS ; Sentietite oe rk Sea 1 
For that ‘extra touch,’ it’s plastic canopies now vet: = 
TIRES-BATTERIES-ACCESSORIES What They’re Saying ... 16 
How to plan your antifreeze stocks for this winter 
Why you've got to talk price to sell tires A 
REGIONS 
New twist: Beauty’s paying off for Orange State OIL MARKETS AND PRICES 
TRANSPORTATION Oil market reviews 
How to spot truck troubles before they start Refinery/terminal prices. 180 
EQUIPMENT Prices by tank wagon ... 186 
Here’s the newest thing in prefab stations Crude oil prices 
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MOBI 
MILESTO! 





VYoripsS MIGHTIEST— THE U.S.S. SARATOGA 

IS THE LARGEST, MOST POWERFUL WARSHIP AFLOAT. 

HER FLIGHT-DECK MEASURES 1,039'x 252’... COULD 

ACTUALLY ACCOMMODATE THE $.S.UNITED STATES AND THE 

SS. QUEEN ELIZABETH SIDE BY SIDE. HER 200,000-HP MAIN ENGINES 
ARE PROTECTED BY OILS DEVELOPED BY THE MAKERS OF MOBILOIL 


 [Bastest CARIN wie WORLD! JOHN COBB'S 
" RAILTON SPECIAL ZOOMED ACROSS THE BONNEVILLE 
SALT FLATS AT OVER 403 MPH.... FASTEST SPEED EVER 
ATTAINED BY MAN IN A RACING CAR. TWO 1,300-HP 
ENGINES PROPELLED THIS 3/2-TON GIANT. AND BOTH 
ENGINES WERE PROTECTED — BY MOB/LO/L/ 








If it’s the fastest . . . if it’s the first of its kind . . . if 
t’s the largest ever built—if it needs the finest lubrication 
protection—then the chances are it’s lubricated by Mobil. 


SOCONY MOBIL OIL CO., INC., ana Attiiates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CORP. 


NbW 2. 17, N. ¥.—-150 E. 42nd St. « Aiwa 5 ILLINOIS—59 E. Van BurenSt. « BALTIMORE 18, MARYLAND—1914 North Charles St. + MILWAUKEE 1, 

WISCON Sst — oor South First St. « KANSAS CITY 13, MISSOURI—025 Grand Aves.e DETROIT 82, MICHIGAN—903 West Grand Blvd. + 8ST. LOUIS 8, MISSOU RI— 

4.40 Lindell Bivd. « DALLAS 1, TEXAS. Magnolia Petroleum Co., Magnolia Building *« LOS ANGELES 54, CAL.—General bt naga Corp., 612 8, Flower 8t., 
Socony Mobil maintains many other conveniently located service offices to give you close and fast cooperation 
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Behind Our Headlines 


From the Horse’s Mouth 


OU HAVE BEEN GETTING some significant informa- 
® oe nobody else had before from several first-class 
surveys you probably weren’t aware of. 

The latest is DuPont’s survey of your retail station 
customers. This fascinating study contains data and de- 
tails about the motivations and buying behavior of the 
American car-owner as a service station customer. It 
starts on page 134; and it’s exclusive for NPN readers. 

The survey was made available exclusively to NPN for 
first-time publication because our readers constitute the 
best cross-section of influential marketers. 

Other outstanding surveys featured this year have been: 
NPN’s own survey of today’s jobber (May), the API 
survey of today’s consignee (August), the Chicago Tribune 
survey of gasoline brand recognition and loyalty (March). 

Getting information from surveys often is like getting 
it from the horse’s mouth. Because good surveys can 
provide our readers with broad-scale, first-hand informa- 
tion, we are always interested in considering them for 
publication. If you have one or know of any that de- 
serve dissemination, tell us about it. NPN can handle them 


expertly. 


The Newest Supermarket Station 


— who are continually looking for original 
profit-making ideas will be especially interested in 
the newest version of tomorrow’s station, as created by 
Kerr-McGee Oil Industries. 

To get the story, Lorraine Smith of our Dallas News 
Bureau visited the Oklahoma Semi-Centennial Exposition, 
where Kerr-McGee unveiled an experimental version of 
its Supermarket fueling system. 

Then NPN’s News Editor, John Bethell, interviewed a 
dozen top marketers around the country to get their think- 
ing on the idea. Many of them raised searching questions 
about the potential of the new station. John then called 
the man behind the new idea—Bill Fuchs of Kerr-McGee. 
Fuchs had an answer for all the questions. You'll find them 
on page 96. 
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SASGLINE & caeeN? 





Low maintenance costs and good local service are the two big rea- 
sons Independent Gasoline & Oil Co., Rochester, N. Y., standardizes 
on Red Seal meters for all new purchases. Independent bought 
their first Red Seal 8 years ago, now have them on 22 tank trucks. 








11 meters at Esso Standard Oil Company’s Waltham, Mass. 
terminal are Red Seal Remote Control units, speeding load- 
ing of several trucks simultaneously. Busy meter often handles 


150,000 gallons per day. 


How others get a better measure of profit... 


Nine Red Seal meters in Mt. Vernon Bulk Plant of Cities Service 
showed so little wear after 17 years it was decided to keep them on 
the job...converted to Print-O-Meters. Here’s solid proof that you 
can rely on your Red Seals to hold steady as a rock between tests. 


“ITIES G SERVICE 


GASOLINE 





los 


oat 


{ 
ae 
rs 


with 
Neptune 
Meters 


10 years’ personal experience with Red Seal meters . . . logging 
an excellent record for accuracy with little trouble . . . is cited 
as the reason Ferguson Oil Company has standardized 100% 
on Red Seal Print-O-Meters for tank trucks and bulk plant both. 


“Big Four” for bulk plants and terminals are these 2”, 3’, 4” 
and 6” Red Seals . . . sized to give you the utmost in sustained 
accuracy and economy for any rate of flow, 20 to 1000 gpm. 
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Use this full-flow, kinkless hose 
for faster fuel oil deliveries 


B. F. Goodrich hose is flexible, easy to handle even in cold weather 


H™: a fuel oil hose that handles 
easily, reels readily, saves many 
minutes each day. It speeds deliveries 
by keeping a full, unobstructed flow of 
oil moving from truck to tank. 

With its strong braided construction, 
the hose always keeps its full round 
shape, can’t flatten or collapse on the 
reel to choke off flow or slow it down. 
There’s no reinforcing wire to take a 
permanent kink. 

The tube of the hose is completely 
oilproof, won't swell to reduce the 
inner diameter, won't flake off into the 


8 


stream of oil. A special kind of rubber 
makes the hose flexible and easy to 
handle even in sub-zero weather. 

Its thick, tough cover is built for 
rough use. Dragging it over curbs, 
rough sidewalks and driveways won't 
harm it. Letting it stand in gasoline, 
oil or grease won't damage it. And 
there’s no danger of sunlight causing 
it to crack or check. 

Either one-time Permalock or tfe- 
attachable couplings can be used. 
Static wire bonded to coupling at each 
end of hose. 


Ask your B. F. Goodrich distributor 
to show you a sample and tell you more 
about Type 83 fuel oil hose—an im- 
proved hose that’s easier to handle, can 
make faster deliveries, and reduce oper- 
ating costs. B. F. Goodrich Industrial 
Products Company, Dept. M-160, Akron 
18, Obio. 


B.EGoodrich 
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Letters 


About jobber problems - and efficiency .. . are 
additives necessary? . . . a vote against price 


subsidies . . 


. change of heart on car washes 


‘They're all beyond control’ 


Your editorial, “Jobber Headaches,” 
in the June issue prompts me to take 
issue with you on two counts. 

First, you suggest that a jobber 
divide his problems into two cate- 
gories, those within his control and 
those beyond his control. I think the 
jobbers did just that before replying 
to your questionnaire. There was no 
point in listing problems to which 
the jobber knew the answer. 

I submit that “there was a large 
area of agreement on the ten biggest 
problems precisely because all are be- 
yond the control of the individual 
jobber, and for that reason common 
to most jobbers. 

You had the temerity to state “the 
manpower problem can be solved.” 
Your talents are going to be in great 
demand. Manpower in all its ramifica- 
tions is the prime problem in all areas 
of life. If jobber competence in han- 
dling the manpower problem is meas- 
ured in terms of work accoimplished 
for dollars expended in wages, jobber 
efficiency is at a high level. 

The second statement with which I 
disagree is that “some jobbers are 
worrying about unrealistic things.” On 
the contrary it is the editor, along with 
the suppliers, that is being unrealistic. 
Rather than facing the problems 
squarely and looking for solutions 
within the industry, it is pretended 
that there are no “real” problems and 
the jobber is challenged to greater effi- 
ciency. It is this unyielding unrealistic 
attitude that may force the jobber 


to turn to the government. It is im- | 
material whether these problems are | 
real or unreal. The survey replies | 


indicate that to the jobber they are 
very real. The jobber is one of the 
last entrepreneurs. He values his free- 
dom and doesn’t want it circumscribed 
by either “big oil” or “big govern- 
ment”. The direction in which the 
independent turns will be determined 
by the industry attitude and answer 
toward his problems — real or imag- 
ined. 
KENNETH A. GOODWELL 
Good Oil Co., Inc. 
Richmond, Ind. 


We stick to our contention that some of 
the jobbers’ problems (NPN—June, p98) 
can be and are being solved by jobbers, 
while others are beyond their control. 
The information we received bears it out. 
Regarding the division of problems, 
one of the leading jobber association offi- 
cials, Otis Ellis (general counsel, Na- 
tional Oil Jobbers Council), expressed a 
similar viewpoint in his report to NOJC 
recently (NPN—Aug., p98). He classi- 
fied the problems into three categories, 
instead of two: the jobber’s troubles with 
himself, problems the jobber can help 
solve but which require the help of 
others for “complete solution”, and 
problems that are “created by others and 
are beyond solution by the jobber in 
whole or in part.” There is no thought of 
assuming an unyielding attitude that 
disregards the reality of jobber problems, 
and NPN has been among the first to 
recognize that there are real problems 
(Continued on page 11) 


September, 1957 * NATIONAL PETROLEUM NEWS 





— precision machined 
Uniform wall thickness 
—no weak spots . 
ee ae 
Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


Extra 
Hi-Strength 
forged 
handles 
—greoter 
economy 


Uniform heavy 
wall thickness 
—no weak spots 
Recess retains gasket 
in coupler and assures 
proper placement 


—precision machined 
— accurate tolerances 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
‘ & predetermined in 
2 manufacture so you 

EVER-TITE can be sure with 
Adapter # EVER-TITE. 

and The EVER-TITE 
Coupler trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 


EVER-TITE COUPLING CO. INC. 
254 West S4th Street 
New York 19, N. Y. 


EVER-TITE 
Standard 


EVER-TITE 
Shank 
Hose 
Coupling 


Dust Cap 
EVER-TITE Dust Protectors 


9 





WAYNE LO-DRIVE-ON LIFT 


RUNWAY TWO INCHES LOWER—2-5/16" HIGH 
SHORTER RAMP . . . IMPROVED APPROACH ANGLE 
NEW AUTOMATIC, FOOLPROOF WHEEL CHOCK 


If it rolls this new Wayne LO-DRIVE-ON will lift it. The lowest cars on the 
road today will clear it ... the cars on the design boards for tomorrow 
will be lifted safely by it. It is the one all-round safety service lift for 
sports and passenger cars. Inside lip rail reduced to 4%" high. Equipped 
with automatic telescoping sleeve type safety, non-rotating device with 
automatic foot release. 


Write for literature giving full specifications to 
THE WAYNE PUMP COMPANY 
Salisbury, Maryland Toronto, Canada 





























(Continued from page 9) 
and to report them. But it seems to us 
most expedient to concentrate on prob- 
lems that a jobber can realistically ex- 
pect to find a solution to. Unfortunately, 
some jobbers fail to do that, and their 
worries pile up. 


No Substitute for Efficiency 


Your article on jobber efficiency 
(NPN—July °57 p95) was quite inter- 


they give one stamp for each gallon 
purchased? If, so, does the customer 
receive 0.5¢ discount per gal—or 5¢ 
per gal.? Please straighten me out. 
HAROLD KELLEY 
Kelley Fuel Co. 
Arlington, Mass. 


One little zero makes a lot of difference. 
Wisco redeems 200 stamps for $1, not 
20 as stated in the article. The company 
does give one. stamp for each gallon 


purchased, so the discount amounts to 


STATION-ENGINEERED : 
esting and should go far toward calling 0.5¢ gal.—as NPN reported 


PRODUCTS the jobbers’ attention to their various 


include shortcomings. 





Complete line of 
single and double 
computing dispens- 
ing units, remote 
multi-pump systems, 
truck and bus high- 
gallonage pumps. 


AUTO HOISTS 


Single, double, and 
3-post types. Free- 
wheel, frame-hoist, 
or drive-on. Hydrav- 
lic operation (semi 
or full) for cars, 
trucks, buses. 


Retriever reels for 
air, water, oil, 
greases; Enclosed- 
type or open. tn- 
stalled on wall, 
floor, ceiling or on 
an island. 


High boys, tank 
units, dispensers for 
oil, gasoline, kero- 
sene, alcohol, and 
greases. 





Today’s place for jobbers in the oil 
industry is a good one, if they will 
make it so. But there is no substitute 
for efficiency in any field, especially 
in this fast-moving one. 

Our [jobbers’] position in this field 
will be substantially improved if and 
when we all increase our efficiency 
with thoughtful management and the 
ability to analyze our own shortcom- 
ings and improve upon them. 

Being able to do the job better and 
more efficiently will more firmly estab- 
lish the jobber in marketing. The time 
has arrived when many jobbers are 
going to be forced to reckon with 
these factors or go out of business. 

If we continue to upgrade our oper- 
ations and personnel and thinking, we 
will not only make more money, but 
we will firmly show the major oil com- 
panies the need of our existence. 

MELVIN HALL 
President 

Melvin Hall Oil Co. 
Noel, Mo. 


What's the Additive Answer? 


I see and hear a great deal about 
additives, Hydrotex, Essentialube, 
Wynne Friction, Bardahl and others— 
additives used in gasoline, fuel and 
crankcase oil. 

I’m wondering what the score is. 
What is wrong with our gasoline and 
oil? Do they need all of these extra 
additives? The oil companies claim 
their oils are compounded all that is 
necessary to take care of present day 
motors. 

I would appreciate comments on 
this. 

B. M. RHODES 
Carolina Petroleum Co. 
Statesville, N C. 


For Want of an ‘O’ 


I have read with interest your very 
informative article about Wisco on 
page 109 of the June issue. 

However, I am confused by the ex- 
planation of their stamp plan. Do they 
redeem twenty stamps for $1? Do 
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Forget Price Subsidies 


Let’s forget the circus tent of old, 
for the “big top” can’t cover every- 
body and I believe it does more harm 
than good. The umbrella or subsidy in 
subnormal areas allowed by many sup- 
plying companies is also one of the 
big problems an independent jobber 
and dealer is faced with. Coupled with 
oversupply, this has created a mon- 
ster larger than its master. It only 
continues price disturbances and pro- 
longs subnormal price conditions. 

The supplying companies should 
stop this uneconomic practice. The 
law of supply and demand, if allowed 
to function, should clear up a great 
deal of our man-made troubles. What 
good is a long margin with discounts 
amounting to 2¢ to 3¢ on the prevail- 
ing selling price? 

J. I. KaIsER 
Eau Claire Golden Rule Oil Co. 
Eau Claire, Wis. 


Car Wash Recruit 


We have had a minute wash in Des 
Moines for some five or six years that 
has not until recent months been too 
successful. The present operators have 
made some changes and are appar- 
ently doing a good job. There is also 
a new operation in the process of be- 
ing built... 

The two operations could benefit 
considerably by incorporating some of 
the ideas in your very good article 
(“Cleaning Up on a Sideline,” NPN— 
July *57, pii5). In the past I have 
not been too enthused with the fast 
wash in this area but after reading 
your article I have changed my views 
to the extent of even looking for a 
probable location. 

The most important thing is to 
move the cars through quickly as the 
name of these places imply. As your 
article points out the gas pumps so 
located should bring in considerable 
additional revenue. 

HaROLp A. DRAKE 
Des Moines, lowa 





COX & SON ESSO SERVICENTER in Kingsport, Tennessee. 


A NATIONAL CHARGE-POSTING REGISTER provides complete cash and inventory control. 


L. Mm. cox, owner of Cox & Son 
Esso Servicenter. 


“Our @lalional Charge-Posting Register 
saves us *2,300 a year... 


pays for itself every 11 months!” _ cox ¢ son Esso Servicenter 


‘‘We have used a National Charge- 
Posting Register in our service station 
for nearly two years and are very en- 
thusiastic about it,” writes L. M. 
Cox, owner of the Cox & Son Esso 
Servicenter. ‘“‘Why? Because it saves 
money for us every day! 

“Our new National System offers 
us many advantages over our former 
method. With ten separate control 
totals, we have reduced bookkeeping 
expense to a minimum. With depart- 
mental totals we can check inventory 
to prevent errors. Gas shortages no 
longer exist. Posting charges at the 
time of sale eliminate forgotten 


THE NATIONAL CASH REGISTER COMPANY, Dayton9, Ohio 


charges. And, customers accounts are 
always up-to-date. The daily totals 
are printed on our statement of busi- 
ness form which tells us at a glance 
just where we stand, no figure work— 
no delay. 

“Our National System saves us 
more than $2,300 a year, pays for 
itself every 11 months! It is the best 
equipment investment that I have 
ever made.” 


tithes m Br 


owner of the Cox & Son Esso Servicenter 


989 OFFICES IN 94 COUNTRIES 
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Kingsport, Tennessee 


Your service station, too, can benefit from 
the time- and money-saving features of a 
National System. Nationals pay for them- 
selves quickly through savings, then return 
a regular yearly profit. For complete infor- 
mation, call your nearby National repre- 
sentative today. He’s listed in 

the yellow pages of your phone 

book. im 
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Money-Making Ideas 





How fo Sell Tires Off the Top of the Head 


FOR OPENING DAY, or whenever dealers find a good opportunity to 
push tires, Skelly Oil has devised special straw helmets to be worn by 
the entire station crew. Hats bear the twin trademarks of Skelly petroleum 
products and Hood tires on the front, and on each side this phrase is stenciled 


in large letters: “Let’s Trade Tires.” 


$ 


YOU SAY your customers don’t be- 
lieve your advertising? Here’s a way 
to freshen up otherwise cut-and-dried 
direct mail pieces from your stations. 
Sales Management magazine suggests 
you reproduce in your ads and pro- 
motion pieces a notary public stamp, 
along with your sworn statement. 
Customers may sit up and take notice 
when a dealer or jobber swears his 
service is something special. And— 
best of all—it only costs you 25¢. 


$ 


A new stunt for opening day seems 
to work well in Galt, Ont., where 
Fina dealer Milburn Buell arranged for 
a handwriting expert to spend a Satur- 
day at his station. Then he advertised 
handwriting analysis free to all visi- 
tors. The novelty of the idea caught 
on with the people in his area—many 
visitors came in to find out about their 
characters while buying gasoline. 


$ 


Your dealers will sell more rubber 
car rugs if they demonstrate them 
whenever they clean a car. It’s an easy 
job, and customers are sure to like the 
improved appearance. 


$ 


PERSONAL CALLS on nearby resi- 
dents are always a good way to re- 
cruit new customers, and they’re easier 
for a dealer to make if he has some- 
thing to hand out after he rings the 
doorbell. The Plyler brothers, Pure 
Oil dealers of Miami, Fla., take along 
bouquets of roses. They’re able to do 
it because they made a deal with a 
local wholesale florist to buy up all 
the roses that are just a little too old 
to stand shipment to retailers. Passed 
out 400 dozen that way and made 
such a hit with the ladies they lined 
up most of them as customers. 


$ 


A 32% gain in over-all station dol- 
lar volume followed immediately after 
Atlantic dealer Dick Keyser, Abington, 
Pa., adopted this many-sided incentive 
plan: First, he pays $5 per man for 
each 1,000 gal. gain in gasoline sales 
over last year; then he pays 5¢ a quart 
in excess Of 10% over last year; in 
addition he pays a dollar for each tire 
sold, a dime for each spark plug and 
50¢ for each battery, fan belt or 
filter. He tops it off with a special 
bonus of $20 to the man writing the 
biggest work ticket each month. 
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Often recommended—but rarely 
provided—is a comfortable place for 
a customer to sit while waiting for 
lube or other service work on his car. 
Mobil dealer Bill Simmons, Milwaukie, 
Ore., found he could do it by putting 
$20 worth of tables and chairs in a 
corner of his showroom. He also used 
the purchase (from a nearby store) as 
an Opening wedge to get the furniture 
dealer’s business 


$ 


Dealers who believe in vacuum- 
cleaning car interiors for wash and 
lube customers have worked out a 
number of ways of storing the cleaner, 
including various kinds of ceiling sus- 
pensions. Mobil dealer Jim Metz of 
Susanville, Calif., rigged one of the 
latter kind out of four heavy-duty 
screen door springs. One pair of 
springs, side-by-side, forms the cen- 
tral suspension. From the joined lower 
loops one spring extends to each of 
the outer ends of a tank-type cleaner 
slung horizontally a little above car 
door height. It’s handy when needed, 
and out of the way when not in use. 


$ 


The American Automobile Assn. 
suggests all service station operators 
should make a routine check of brake 
lines whenever cars are lubricated. 
That’s the time when it’s easy to note 
if lines have become weakened at three 
trouble spots: (1) They can chafe 
through on the axle housing; (2) they 
can burn through if they get too close 
to the tailpipe; (3) they can become 
stretched or squeezed in the front-end 
components. And it’s always a good 
idea, adds AAA, to look for cracks 
or other signs of deterioration from 
weather and age. 


$ 


A comfortable waiting room makes 
a hit with two kinds of customers at 
the British-American station run by W. 
G. McCullough in Leaside, Ont. When 
he converted a former automobile 
showroom, (originally built into his sta- 
tion) to a customer waiting room, 
McCullough found it drew more lube 
and wash business not only from the 
neighborhood trade, but from travel- 
ing salesmen as well. Salesmen like to 
catch up on their paper work while 
having their cars serviced. 
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REO V-8 
EXCLUS/VE! 


O/L TEMPERATURE 
STABILIZER 


holds oil to within 35° above 
engine coolant. Acts as oil heater 
for quick warm-ups in winter. 
Cools oil in summer. This 
automatic “‘climate” control means 
longer oil and bearing life. 


REO V-8 
EXHAUST VALVES 


are sodium filled for quick 
cooling. Valves and seats 
are Stellite faced for rugged 
resistance to scorching heat. 
Positive rotation insures 
longer life . . . maximum 
efficiency. 


REO V-8 
CRANKSHAFTS 


are fully counterbalanced 
with maximum overlap 
for rugged strength. 


REO V-8 
EXCLUS/VE! 
DUAL O/L FILTERS 


clean all the oil all the 
time. By-pass and full- REO V-8 
flow renbng on CRANKCASE 
means cleaner oil longer ‘ 
... less wear, tomy VENTILATION 
friction. Reo V-8’s have 
cleanest oil possible in 
any truck engine. 





insures continuous 
flow of clean air. 
Removes corrosive 
crankcase vapors... 
minimizes harmful 
sludge. 5 


beneath the 


REO V-8 Gold Comet power on your job adds up to more road power 
; at the wheels where it pays off. Lively, economical, efficient power . . . up to 
th eres a 45% more efficient than comparable engines of even greater displacement* 
... and at governed engine speeds. 
: 4 What’s more, Reo power has almost unlimited working life. Its ‘‘wet- 
big di fferen ce sleeves” make any number of overhauls practical, eliminate re-boring and 
° / re-fitting and cut downtime and maintenance cost, in half. 
Im power: If you’re looking for more power for longer life for lower operating 
costs—be sure a Reo V-8 is “beneath the bonnet” when you buy! 
*ask us to prove it! 





REO V-8 EXCLUSIVE! . 

HIGH VELOCITY COOLING 

circulates over 100 gallons coolant per minute 
(at 3200 rpm) around full-length of piston travel. 
Special jets direct coolant around exhaust valves 
and spark plugs. No hot spots possible. 


REO V-8 SHORT-STROKE 


cuts piston travel . . . friction . . . power loss. 
Saves up to 73 miles of piston travel per every 
300 road miles (at 50 mph). Reduction of wear 
and drag means more wheel power. 





REO V-8 EXCLUSIVE! 

REPLACEABLE “WET-SLEEVE”’ CYLINDERS 
‘ precision fitted sleeve-and-piston assemblies 

install in half the time and cost of re-boring 

conventional V-8 efgines. No re-boring or 

piston fitting required. 


Goid Comet V-8 
207 and 235 h.p. Gas. 
(220 h.p. LP-Gas) 
Six Cylinder Gold Comets 


up to 170 h.p. Gas. 
(up to 160 h.p. LP-Gas) 


REO DIVISION tansive 20, mcz. 
THE WHITE MOTOR COMPANY 








No. 10 SAFETY 


SHUT-OFF VALVE 


for multiple service 
station pedestals of 
remote pumping systems 
or installations where 


O 


= 
OPW’S No. 10 Safety Shut-Off Valve, 
when installed below the island plat- 
form level, provides the fastest acting, 
most reliable safety control available 
for remote pumping systems. Should 
fire strike—should pedestal be bumped 
or overturned, the No. 10’s fool-proof, 
sensitive mechanism shuts off flow of 
gasoline instantly—positively. Elimi- 
nates hazard — protects underground 
piping and storage. Valve can be 
closed manually to make pump re- 
pairs. 


Enjoy maximum protection. Bulletin 
F-29 tells how. Write for it today. 


OPW CORPORATION 


2735 Colerain Ave. Cincinnati 25, Ohios | 


elevated tanks keep 
pressure on dispenser 








What They’re Saying 


About getting more out of your salesmen...what the 
marketing manager must do to succeed... how to get 
ready today for the marketing trends of tomorrow 


ve If you give a salesman any duties 
other than sales work, he'll do them 
first. The solution is to remove the 
other duties . . . we hired a specialist 
on paperwork, put him in the division 
office with six clerks under him . . 
It’s given the salesmen more time with 
customers . . . eliminated 85 clerk’s 
jobs . . . and with the money we saved 
we hired 26 sales trainees.” Walter 
Brunn, marketing manager, western 
division, Tidewater Oil Co. 


« A new and major emphasis is be- 
ing placed upon the strategic, tactical, 
planning and analytical aspects of the 
marketing manager’s work . . . He 
must conduct a relentless search for 
new logistical arrangements and new 
distribution techniques to improve his 
cost position in the competing market- 
ing. He must ruthlessly comb his 
operations for ‘profit leaks’ and situa- 
tions at the low end of the scale in 
terms of profitability.” John G. Mec- 
Lean, vice president, coordinating and 
planning, Continental Oil Co. 


<$ 


I am personally devoted to our 
system of corporate enterprise and 
will do nothing to injure the status of 
any major oil company as such. How- 
ever, our association will demand ma- 
jors abandon agressive rebates when 
our independent retailers operate over 
cost. We will not attack rebates as 
‘aggressive’ when opposing minors are 
selling below cost or with obvious in- 
tent to plunder competing major 
dealers. We are not going to bat for 
any member who systematically dis- 
rupts major dealers and then appeals 
to us to defend him against retalia- 
tion.” Dan Lundberg, board chairman, 
Southern California Serve Yourself & 
Multiple Pump Assn. 


«C The public is so accustomed to 
reading and hearing how perfect are 
these ‘modern miracles’ called auto- 
mobiles, that they forget they are a 
complex piece of machinery which 
must be checked regularly. It is our 
duty to educate them.” Frederick M. 
Sutter, president, National Automobile 
Dealers Assn. 


we Despite repeated requests, no inde- 
pendent jobber or marketer was ever 
appointed to any Office of Defense 
Mobilization advisory committee or 
group of consultants. We were limited 
to the ‘filing of statements’ or the 
making of oral presentations to unre- 
ceptive ears. We view the potential of 
oil import restrictions with consider- 
able alarm.” Otis Ellis, general coun- 
sel, National Oil Jobbers Council. 


6¢ The future of oil marketing will 
belong to those who move with the 
times and who help set change in mo- 
tion. The future may be lost to those 
who fail to recognize the small 
changes of today that may be part of 
an important trend which will be 
obvious to everyone tomorrow.” Ver- 
non A. Bellman, domestic marketing 
director, Socony Mobil Oil Co. 


GC We have reached maturity. If we 
will serve our country [Canada] better 
and more efficiently, we need a petrol- 
eum industry organization . . . to 
council our many mutual problems, to 
analyze and study our future, and to 
protect the spirit of free enterprise 
that has made us great.” John T. 
McDowell, marketing vice president, 
Cities Service Oil Co., Ltd. 


G6 Jersey Standard’s affiliate which 
operates in Free Asia expects, in the 
ten year period 1950-1960, to invest 
about $200-million more than it anti- 
cipates earning in the same period.” 
Eugene Holman, board chairman, 
Standard Oil Co. (New Jersey). 


tS With only an estimated 15% of 
the free world proved reserves, the 
United States consumes 56% of the 
output. Clearly the U. S. must import 
crude oil in progressively increasing 
quantities. The oil industry and gov- 
ernment owe it to the consuming pub- 
lic to continue a balanced program of 
imports without rigid restrictions.” 
P. C. Spencer, president, Sinclair Oil 
Corp. 
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New survey 


reveals 


hidden buying motivations 


of service station customers 


Refiners realize substantial 
savings by purchasing 
additives in quantity 


If you are now buying your additives 
in drums, you can save well over a 
thousand dollars each time you order 
a DuPont additive by the tank car. 


With Du Pont Fuel Oil Additive No. 
2, for example, a Mid-Continent re- 
finer can save 8.4% on a carload by 
simply taking delivery in a 4000-gallon 
tank car instead of an equal quantity 
in partial car drum shipments. Wit 
DuPont Antioxidant No. 22, the sav- 
ings range as high as 8.9%. 

These figures are, of course, based 
on freight rates between specific 
points, and the savings vary according 
to the shipping distances. 


How much can YOU save? 


To answer that question for you, one of 
our representatives will be glad to call 
at your refinery and study applicable 
freight rates and inventory patterns. 
He will then determine the most con- 
venient handling method for you, and 
figure the exact saving you can make. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (inc.) 





Still another in a series of Du Pont-sponsored surveys has recently 
been completed by National Analysts, Inc. The findings will soon be 
available in booklet form. 

The objective of the survey was to determine what emotional reac- 
tions influence motorists to choose a service station, a brand of gasoline, 
or a TBA product. 


THE NEW DUPONT MOTIVATION SURVEY REPORT has been packaged as a convenient 


d pr i Roberts W. Brokaw, of Petroleum Chemicals Sales Promotion, 
demonstrates here how the results can be presented at meetings in easy-to-understand form. 





basic needs which can be fulfilled 
through purchase of service station 
products and services: 


1. Play—use of car for recreation 


Psychological needs 


The psychologists in conducting the 
study determined that there are four 





DUPON 





CONTINUED 


. Aggression—desire for speed and 
fast acceleration 

. Conservance—need to preserve car 
as an investment 

. Infavoidance—the desire to avoid 
the appearance of inferiority 


New Survey 


Specific products 


Gasoline sales, as you might suspect, 
are most influenced by the play and ag- 
gression needs. This finding indicates 
that gasoline advertising should appeal 
to motorists’ desire for recreation and 
powerful car performance. 

It was found that motor oil and 
grease satisfy the conservance need. 
The promotion of these products should 
be directed accordingly. Body polish, 
which might be thought to satisfy the 
conservance need, actually ratifies 
more often the need for infavoidance. 
So do white sidewall tires. 


Anxiety influences 


Two of the areas explored were anxie- 
ties about product quality and service. 

Apparently women drivers are more 
concerned than men about tire quality 
and repair. This may be because a 
flat tire is a greater inconvenience to 
women. 

Women appear to have also a more 
generalized anxiety over automotive 
products mer buy. This is possibly due 
to their having, in general, less me- 
chanical knowledge en men. 


Perceptions of service stations 


Motivational needs lead to motorists’ 
perception of different service stations 
as places to do business. Perception is 
influenced also by the opinions of oth- 
ers, including families, and by adver- 
tising and promotion of the dealer or 
the company he represents. 


A summary of. the findings of the survey are be- 
ing published in book form for easy reference. 








AUTOMOTIVE SERVICE OFFERED 


T. (TED) ROSENLUND (right) says 
that actual under-the-hood technical 
service work on refiners’ automotive 
problems is his greatest source of new 
ideas. And many of his ideas have re- 
sulted in unique demonstration equip- 
ment which enables refiners and mar- 
keters to prove their product quality to 
dealers and customers. 

He is responsible for the design and 
construction of practical demonstration 
equipment for the Petroleum Chem- 
icals Division. This equipment must 





make somewhat intangible fuel and 
lubricant properties come to life in the 
form of noise or motion. With it petro- 
leum refiners and marketers can show 
their dealers and customers the quality 
built into their products. 


Wide experience 


Ted’s long experience in automotive 
service work also enables him to assist 
in resolving particularly difficult prob- 
lems as they arise. 

Ted joined the DuPont Company 
in 1947 as manager of the Petroleum 
Chemicals Division’s road test labora- 
tory. Between 1942 and 1947, he had 
been fuel and lubrication engineer for 
the Allison Division of General Motors 
and a project engineer on combustion 
chamber design and development at 
the Packard Motor Car Company’s jet 
engine division. Prior to 1942, he spent 
several years with a major oil company 
as research engineer on aircraft engine 
oil development. 

Ted graduated from the University 
of Michigan with a BS degree in aero- 
nautical engineering, majoring in en- 
gine design. He is a member of the 
Society of Automotive Engineers. 








Expanded additives 


warehouse to serve 


Pacific Northwest area 


The DuPont Petroleum Chemicals Di- 
vision recently expanded its additives 
warehouse near Seattle. 

Ideally located to serve the fast- 
growing refinery industry in the Pacific 
Northwest, it will continuously house 
an ample supply of all DuPont petro- 
leum additives (except tetraethy] lead). 
The complete DuPont line includes 
Fuel Oil Additive No. 2, Du Pont Metal 
Deactivator, dyes, antioxidants, and 
grease additives. 


For fast deliveries 


Arrangements with a local truck line 
plus the permanent warehouse staff 
will help considerably to expedite de- 
liveries of Du Pont additives to refiners. 

DuPont TEL is supplied to refiners 
in this area from a Du Pont “warehouse 
on wheels” at Ferndale, Washington. 





SALES OFFICES 


Chicago 3—8 So. Michigan Ave. RAndolph 6-8630 
Cleveland 15—25 Prospect Ave. SUperior 1-1363 
Denver 2—Petroleum Club Building, 
16th & Broadway 
Houston 2— 
705 Bank of Commerce Bidg. 
Los Angeles 17-612 So. Flower St. 
New York 20— 
1270 Ave. of the Americas COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center . ATlantic 1-2933 
San Francisco 4—111 Sutter St. EXbrook 2-6230 
Seattie 3—4003 Aurora Ave. MElrose 6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 


In Canada—Du Pont Company of Canada (1956) Lim- 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 
pegs 12—Ontario HUdson 1-6461 

in Other Countries—Organic Chemicals Department, 
| ee Division, 7447 Nemours Bidg., Wilmington 
98, Del., Olympia 4-5121, Ext. 2962. 


AComa 2-2347 


CApitol 5-1151 
MAdison 5-1691 





REG. U. 5. PAT.OFF. 


Better Things for Better Living 
+» through Chemistry 


E. 1. DU PONT DE NEMOURS & CO. (INC.) - Petroleum Chemicals Division + Wilmington 98, Delaware 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 


OVER 
A-5066 


Printed in U. S. A. 





Week-end 
traffic 
proves tt 
pays to 
replace with 


ROYAL CURB 
PUMP HOSE! 


featuring Official P-3339 Soft-Type 
Curb Pump Hose 


Here's why this newest member of the dis- 
tinguished U. S. Royal family is outstanding 
in performance and durability: 

@ It's a perfectly balanced hose with a syn- 
thetic rubber tube to resist low tempera- 
tures, oils and even aromatic gasoline; a 
carcass of 2 braided cabled rayon plies for 
excellent adhesion and hydrostatic values; 
and a smooth, black neoprene cover that 
resists oil, gasoline, weather, and abrasion. 
@ It has extreme flexibility, making it ideal 
for drape-type pumps. 

@ Light weight makes it easy to handle, yet 
sufficient wall thickness prevents kinking. 
@ It is fully approved by Underwriters’ 
Laboratories, Inc. 

For dispensing gasoline from drape-type 
pumps—in sub-zero to tropical temperatures 
—you'll be glad you selected U.S. Royal 
Official P-3339 Soft-Type Curb Pump Hose. 
Available at any of the 28 “U.S.” District 
Sales Offices, at selected distributors, or 
write us at Rockefeller Center, New York 
20, N. Y. 


In Canada, Dominion Rubber Co. Ltd. 


Mechanical Goods Division 


SEE THINGS YOU NEVER SAW BEFORE. VISIT U. S. RUBBER’S NEW EXHIBIT HALL, ROCKEFELLER CENTER, N. Y. 
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MAXIMUM ACCESSIBILITY 
““Frame-Kontact” design leaves the 
entire underbody completely acces- 
sible for lube and repair work. 
Wheels and suspensions hang free 
... alllube points, as well as mufflers, 
brakes, rear ends, springs, trans- 
missions, and starters are within easy 
reach. Mechanics do better work 
faster... they can see and work 
Without obstruction. 





IMPROVED LUBRICATION 


The diagram below shows the lubri- 
cation advantages offered by “Frame- 
Kontact”’ lifting. When a vehicle is 
lifted by the wheels or axles, the 
wear surfaces resist lube penetration. 
But when a car is lifted by a “‘Frame- 
Kontact” Hoist, suspensions are re- 
laxed, wheels hang free, and lube 
fully penetrates all wear surfaces. 
The job is done faster . . . and better. 


CONTINENTAL ADAPTERS, 
STYLED TO THE FUTURE, 
LIFT ALL CARS 


Equipped with the new “Continental” 
Adapters, “‘Frame-Kontact” Hoists 
lift every car safely and easily. Adap- 
ter arm rotates 360°. . . provides 
completely flexible adjustment. Firm, 
solid, widely-spaced support is given 
the car frame... European cars, cars 
with “‘unitized’”’ bodies, jeeps, light 
trucks, convertibles, even three 
wheelers are readily lifted. 


PAYS OFF MANY WAYS 


When you install a “Frame- 
Kontact” Hoist you benefit by re- 
duced servicing time on 75% of all 
repair jobs through maximum un- 
derside accessibility. Jobs move in 
and out faster, and you provide 
superior lubrication because wear 
points are opened up and more 
readily penetrated. 

You have a better opportunity for 
extra sales and service. It’s easier, 
when a car is up on a Hoist, to make 
a quick check for faulty parts and to 
suggest repairs and accessories to 
the customer. 


FREE..- 


FOR PRESENT USERS! 


The current issue of Globe Hoist 
Data Bulletin gives complete 
lifting instructions for 1957 cars. 
Write for your free copy. 
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PAYS BIG DIVIDENDS: 


OUTSTANDING 
PERFORMANCE RECORD 
OF GLOBE PACKING 


The Globe “Surface-Packed” Cyl- 
inder gives Hoist users the maximum 
in trouble-free performance. Long- 
life packing, pioneered by Globe, 
keeps oil in, dirt and water out. Ex- 
tra-smooth cylinder surface keeps 
packing wear at a minimum. 


Performance tests of thousands of 
lifting operations under heavy loads, 
equivalent of up to 12 years normal 
use, prove the durability and the 
trouble-free, wear resistance of 
Globe’s packing. 


TIME PAYMENT PLAN GETS YOU A 
GLOBE “FRAME-KONTACT” HOIST 
FOR ONLY PENNIES A DAY! 


Anyone can own a world-famous 
Globe “‘Frame-Kontact” Hoist and 
pay for it out of increased profits. 
Using Globe’s new Time Payment 
Plan, terms can be arranged for a 12, 
18, 24, or 36 month period, so that 
the cost of the Hoist is actually paid 
for out of the extra income gained by 
using it. The Globe Hoist best suited 
to your requirements can be pur- 
chased for “‘pennies-a-day.”’ 

It costs so little to have the best 
lift in your shop. .. as little as 69c 
per day. Write for more information. 


“Frame-Kontact” Hoist owners— 
whether they have one Hoist or a 
battery of twenty or more—are 
satisfied owners. 

The Service Manager of the shop 
having the battery of 2-post ‘““Frame- 
Kontact” Hoists shown above, re- 
ports: ‘‘We did a lot of investi- 
gating before we installed this 
battery of ‘Frame-Kontact’ 
Hoists. Everybody we called on 
was enthusiastic about their per- 
formance and qualifications. 
Now, we’re enthusiastic, too. 
We’ve found them to be com- 
er satisfactory in every way. 

hey get the job done in a hurry 
and help keep the shop neat and 
clean.’ 

A repair shop is convinced Globe 
““Frame-Kontact” Hoists give added 
impetus to orders: ‘In a typical 
month, we’re writing twice as 
many orders as we did before 
our ‘Frame-Kontact’ Hoists 


COVERED BY GLOBE PATENTS 


The world-famous principle of 
“‘Frame-Kontact” lifting was invented, 
patented, pioneered, and licensed by 
Globe Hoist Company. It is covered 
by U. S. Patents: 2458986—2593630— 
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were installed. There is no ques- 
tion in my mind that had we pur- 
chased lifts of any other type, a 
good portion of this increase 
would not have been possible.’’ 

A Milwaukee, Wisconsin, service 
Station owner ‘with a single-post 
“Frame-Kontact” Hoist says: ‘‘We 
couldn’t get along without our 
‘Frame-Kontact’ Hoist. It 
helps us get jobs done faster . 
keeps our customers happy with 
better service.’ 

examples are typical of the 

enthusiastic response found from 
coast to coast—and abroad—among 
users of Globe “Frame-Kontact” 
Hoists. If you would like further in- 
formation about any of the world’s 
most complete line of automotive or 
heavy-duty truck Hoists, simply 
write to: Globe Hoist Company, 
East Mermaid Lane at Queen St., 
Philadelphia 18, Penna. 


2583635 — 2612344 — 2612355 — 
2654443. Other patents are issued and 
pending. 

Globe ‘“‘Continental” Adapters: 
Patents pending. 











Volume Production Gives You More For Your Money on 


NOW! COLUMBIAN Stockmodel Plan Offers 
All these important features AT NO EXTRA COST! 


@ Double Bulkheads for mixed loads. Full flow 2” lines. 
@ Weatherproof Cabinets with piano hinged doors. 
@ Exclusive integral mounting directly beneath 
inside partitions. 
@ Smooth skin finish, unbroken lettering areas. 
@ Oversize Bucket Box for hose, reel, meter, pump. 
@ Safety Deck Runboards, step and grip at front. 
@ Hinged Bumper for easy access to faucets. 


@ New Modern Clearance Lights, wired 
in aluminum conduits. 


@ Light-weight Pressed Steel Life-Time Fill Plugs. 


New Automatic Rear 
Door; counter balanced 
or spring loaded with 
automatic lift handle 
permits one-hond opera- 
tion . . . protects your 
driver in bod weother. 


FAMOUS COLUMBIAN 3-POINT SUPPORT 

This sketch shows This sketch shows 
how the conventional how a Columbian 
cradie mounted, truck tonk remains 
strapped down tank oat an even keel on 
must follow every any kind of road. 
twist of the 

chassis frame. 


STOCK MODEL TRUCK TANKS 


MASTER-CRAFTED BY 


COT IZNS 


Now you can have the same money-saving, time-saving 
advantages of volume production on a Columbian Truck Tank 
that you get when you buy a standard truck chassis. For 
less money you can have the better design, more features 
and stronger construction which are built into every 
Columbian Stock Model Tank. You don’t have to wait for it 
to be made to order — you can drive in your truck — have 
it fitted with your choice of three sizes of tanks and 

the equipment you require...and drive it away. 


Columbian has three popular tank sizes in stock ready 
for mounting — 1,000, 1,200, and 1,500 gal. capacities 

... Skirted, streamlined tanks master-crafted for years of 
money-making service. Metering and pumping equipment, 
hose reels, ete. are standard extras that can be quickly 
added to suit your needs. 


And because Columbian Truck Tanks outlast several 
truck chassis, you’ll like the easy way your Columbian Tank 
can be quickly transferred to another chassis. 


Through volume production, tank-building know-how 

and modern functional design, a 5-compartment stock model 
tank is yours for less when you buy Columbian. And 

only Columbian gives you exclusive three point support and 
integral mounting ...extra values at no extra cost in 
Columbian stock model truck tanks. 


Write for Free COLUMBIAN OlL EQUIPMENT Catalog giving complete facts on stock and custom-built models 


COLUMBIAN Steel Tank Company P.O. Box 4048—1 Kansas City, Mo. 











Progress in the West means... 


Air travel will 
nearly double by 1965 


Standard’s new synthetic oils help conquer withering jet heat and stratospheric cold. 


TEN MILES UP WHERE THE JETS FLY there’s a world 
few men know. Temperatures from 70 to 100 below zero make 
ordinary lubricants thick and sluggish on controls that must 
respond instantly. But within jet engines, moving parts must 
be protected against withering heat up to 600° Fahrenheit. 


Standard has “built” synthetic oils that stand up under Jet airliners will carry ee as many 
both extremes. In less than five years these oils will be helping pomangers ct twice Ge speed of 


: Pin ‘ neo conventional planes. Standard is 
jet airliners whisk you safely to your destination, farther, getting ready now for 1965 when 


faster, and more comfortably than ever before. We’ve been U.S. civilian and military demand for 
working toward that day since 1942 when Standard supplied jet a eee gas by 
the fuel used in the first jet flight in the United States. aay eR ee ee ee 











STANDARD OIL COMPANY OF CALIFORNIA 


Plans ahead to serve you better 
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How you can know 


Everyone knows that there is more than one grade of also to read the facts about other qualities that mean good 
architectural porcelain. The thing is, how do you tell them _ architectural porcelain. 

apart? We think you are entitled to know. For that reason, 
we've gathered together the important facts about good 
porcelain. 


Save these pages as a reference —so as to be sure that the 
porcelain you get is the quality you specify. 

Two methods of testing architectural porcelain are recommended 
As an introduction, there are five classes or grades of porce- _ by the Quality Development Committee of the Porcelain Enamel 
lain, starting with “AA” and “A”—obviously the best grades. _ Institute — the ‘‘commercial’’ test, most easily applied and most 
(Davidson Architectural Porcelain meets specifications for | commonly used, is described below. The ‘‘umpire"’ test is the second 
these grades—never less.) The remaining grades, proceeding method and is a laboratory-type test, used to decide borderline 
down the scale, are “B”, “C”, and “D”. How the distinction cases. Both require that the panels pass a series of etching and 
is made can be seen in the flow-chart opposite—but be sure marking tests, as indicated in the ‘Classification Table'’ below. 


No visible stain, and Pass dry- 


Visual Rieeeenapion Class AA rubbing test 





[ 1 
lo visible effect Visible effect 


i Cless A Pass blurring-highlight test, and 
Dry-rubbing test Blurring-highlight test — Pass wet-rubbing test 
1 





Fail Pass Fail Pass blurring-highlight test, and 
nN 4 Class B p ; 
Fail wet-rubbing test 








Class C Pass disappearing-highlight test 


“ P 1 Pass Fail 
clo r. ey | | Class D Fail disappearing-highlight test 


Class A Class B Class C Class D 


“AA” and “A” PORCELAIN: Reports on observations during a 15-year exposure test conducted by the 
National Bureau of Standards state: “No noticeable fading of enamels of Class AA or Class A acid 
resistance occurred.” Davidson Architectural Porcelain meets or exceeds specifications for these classes. 





“3 gil Wee-rubbig Disappearing-highlight test Fail blurring-highlight test, and 
| 
os [ 


TYPE 1 arericur 


Facing Panel, with double return 
flanges — furnished with stainless 
steel screws and clips. 


TYPE 2 at Far ricut 


Facing Panel, with double return 
flanges — furnished with exclusive 
Davidson Vitrock backing. Fur- 
nished with stainless steel screws 
and clips. 
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QUALITY FEATURES OF GOOD ARCHITECTURAL PORCELAIN 


METAL—HOW THICK? 

Just as there is an opt- 

imum thickness for por- 

celain enamel coating, 

there is an ideal thick- 

ness for the steel, (a 

special grade, called 

“enameling iron’’) that 

forms the panel. Inves- 

tigation and long ex- 

perience has shown this to be 16-gage, 
(or, .0625”, U.S.S. gage) and this is the 
thickness dimension of all Davidson Panels. 
Advantages: strength, to stay flat and sup- 
port formed shapes — excellent response to 
enameling heat, to assure complete fusion of 
enomeling materials with the metal. 


> SMOOTH, SEALED COR- 


NERS: Panel quality shows 
up in such details as 
smoothly formed panel 
edges and perfectly 
squared corners — which, 
in Davidson Panels are 
welded closed and ground 
to a smooth finish before enameling. 


ENAMEL-HOW THICK? 
Extra thick coating is no 
criterion of quality—and 
may actually bring risk 
of chipping, cracking, 
and crazing. Optimum 
thickness is .003” per 
coat — and laboratory control assures this 
coverage on all Davidson Panels, not only 
on panel faces, but on all critical edges, 
corners, and curves. 


PANELS ENAMEL-PROTECTED, 

FRONT AND BACK: Quoting ; 

from the National Bureau of @ 
Standards 15-year exposure 

test ‘Corrosion of panels in- 

completely covered by enamel 

caused failure of attachment lugs and in 
some cases failure of enamel on the face. 
Specimens with a second coat of enamel on 
the back were not affected in this way."’ All 
Davidson Panels are completely enamel 
coated — protected front and back and on 
all edges. Even holes to be provided for sign 
mounting, etc., ore drilled by the factory, 
before enameling, so as to protect hole edges. 
are used to mechan- 


STAINLESS STEEL 
“HARDWARE”: in 4 
Davidson Types 1 7 
G 
4 

» & 
ically fasten. the 
panels to building structure. No lorsening or 
detaching of panels as the result of corrosion! 














MECHANICAL FAS- 
TENING: Stainless 
steel clips used for 
mechanical fastening 
of Davidson Panels 
to building structure 
are attached to the 
panels with stainless 
steel screws — not 
welded. This is an important advantage, 
inasmuch as bending of the clip, either for 
purposes of fitting or by accident, does not 
cause the porcelain panel to be chipped. 
Where clips are welded to panels, bending 
of the clip inevitably results in cracking or 
chipping of the porcelain, thereby exposing 
area to corrosion. 


HOW FLAT IS 

FLAT? A fiat panel 

should be ruler- 

flat... and ex- 

treme care is taken 

ATS iy) in Davidson Panel 
Puta to assure this. Where panel size 
is so large that metal naturally billows or 
“oil-cans'’, panels are placed on an electro- 
magnetic table which holds them ruler-flat 
while Davidson's exclusive Vitrock backing 
is cast integral with the panel. Clips pre- 
viously welded to the back of the panel 
become imbedded in the backing and lock 
it in position, insuring a permanently flat panel. 


PROCESS QUALITY 

CONTROL AND IN- 

SPECTION: Every 

Davidson Panel is 

subjected to four 

major inspections: by 

the engineering de- 

partment, to establish 

production sequence 

and technique according to specified design 

—by production quality control, after fab- 

rication, to assure correct size and shape— 

before enameling, to group specific orders 

for simultaneous processing — and by color 

specialists, for color match and coverage 

fore shi t. Each inspection is a 100% 
inspection—every panel! 
ENAMEL QUALITY 

AND COLOR: Labor- 

atory control and 

formula-compounding 

of porcelain enamel 

““frit’’ assures abso- 

lute uniformity of 

Davidson Panel colors 

and finishes. Applica- 

tion of “‘frit'’—o pre- 

cise mixture of glass and coloring in minute 

particles—is carefully controlled for com- 

plete, uniform coverage. On re-orders, exact 

match is made from a permanent “‘actval 





sample” file. 


MODERN FA- 

CILITIES, PLUS 

CAPACITY: Abil- 

ity to accept and 

deliver custom- 

ers’ exact re- 

quirements, on 

time, are prime 

factors in select- 

ing a source. 

Davidson Enamel 

Products, inc., 

represents the largest single enameling plant 
devoted exclusively to production of archi- 
tectural porcelain. Davidson's facilities also 
include the world’s largest straight-through 
enameling furnace—providing absolute con- 
trol of panel colors and enamel fusion, at 
maximum production. 


EVEN JOINT SPAC- 

ING: Davidson 

Panels are precision 

formed to exact 

specified size and 

shape in a modern 

metal shop equip- 

ped with machinery 

of 30 to 130 tons capacity . . . an appropri- 
ate unit for each job. The result — precise 
panel duplication, for perfect linearity of 
joints and trouble-free construction. 


DAVIDSON DISTRIBUTORS — LARGEST 
FIELD SERVICE ORGANIZATION: Davidson 
service includes responsibility for the archi- 
tectural porcelain and its erection. Davidson 
Distributors at key points throughout the 
country offer factory supervised engineers 

for consultation on plans and engineering 
plus permanent, skilled erection crews . 
every facility to assure efficient, econom- 
ical construction. 


Member Produc 
ARCHI oo — a Come 


Member Porcelain Enamel institute 


and 2 Facing Panels, 


stainless steel clips 

and various types of 
ENAMEL PRODUCTS, INC. 
1105 &€. KIBBY STREET, LIMA, OHIO 


non-ferrous screws 
WORLD'S LARGEST EXCLUSIVE MANUFACTURER OF ARCHITECTURAL PORCELAIN 
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OUR THANKS to all the major oil companies 
for their acceptance of this new product designed 

especially for their industry. The installations 
shown here are only a few out of many. 
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Aluminum Door 








Greater visibility ... greater flexibility ! 
Costs little more than wood... never needs paint! 


The new design and unique construction of The “OVERHEAD DOOR” 
Panoramic permit stiles and rails to be a great deal narrower, yet far stronger than 
ever before. From anywhere inside the station, a glance shows what is going on at 

the pumps. And motorists are drawn to the station with the clean, modern lines 
which the Panoramic gives in any location. It’s fast becoming America’s number 


one choice for new service stations and for replacements. 


MORE SERVICE STATIONS USE 
THE “OVERHEAD DOOR” THAN ALL 
OTHER BRANDS COMBINED! 


OVERHEAD DOOR CORPORATION, Hartford City, Indiana 
Manufacturing Divisions: Hillside, N.J.; Nashua, N.H.; Cortland, N.Y.; Lewistown, Pa.; Oklahoma City, Okla.; Dallas, Tex.; Portland, Ore. 
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at the CUD vew Pvroiator duct fuel filter, PAG-250, 
has a high flow rate of 25 GPM for diesel fuel combined with 
virtually no pressure drop. A final assurance to every customer 
that your product is clean. 


or 
at the terminal large bulk filtration equipment 


like this pedestal-type filter (PAG-300L to 1200L) can be used 
at high flow rates of from 300 to 1200 GPM. Reduces meter 
wear. 


na 


Purolator micronié fuel 


filters remove rust 


Despite rigid checks which prove the purity of fuel as it 
leaves the refinery, subsequent corrosion in storage tanks and 
pipes frequently contaminates it with particles of 

iron oxide. To remove rust particles, Purolator’s engineers 
have developed the world’s finest line of bulk filtration 
equipment. A recent addition to this line is Purolator’s new 
curb pump filter. It has a filtration area of over 1800 square 
inches, achieved by 2 resin impregnated micronic 

fuel filters operating in parallel. Its development helps 
make certain that wherever you filter diesel fuel or gasoline 
...at the curb or at the terminal... you can get precisely 
the right filter from Purolator. 


Filtration For Every Known Fluid For full details, write 
Purolator Products, Inc., 


ei RQ LATOR 970 New Brunswick Ave., 


Rahway, N. j., Dept. B3-21 
PRODUCTS, INC. 
Rahway, New Jersey and Toronto, Ontario, Canada 
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cates WHEN REMOTE PUMP motor is OteRaring 
ind . % 3 
uct 

















rer G& t Bear 


dine ath ty 


for remote pumping 
systems 


Bowser’s top-mounted, full-circle light illu- 
minates when a combination switch energizes 
the remote pump-motor which serves the 
pedestal. These pedestals are available in 
single-hose and Siamese models. 


FREE-FLOW TWO-STAGE CONTROL VALVE 
WITH BOWSER XACTO METER 


Increased efficiency speeds 
service. Bowser's “free-flow” 
Control Valve assures per- 
manent linkage adjustment. 
Double poppet has less pres- 
sure resistance for easy 
opening, serves as check and 
thermal relief valve. 


FREE-FLOW ANGLE-TYPE STRAINER WITH 


CENTER SUCTION CONNECTOR 
Minimum pressure drop re- 
sults with Bowser's now “free- 
flow” angle strainer and 
Dresser flexible coupling. 
Strainer screen easily removed 
for cleaning. 


REGIONAL OFFICES: 


ATLANTA @ BOSTON e CHICAGO WRITE FOR FACTS ABOUT 
CLEVELAND e@ DALLAS @ KANSAS REMOTE CONTROL PEDESTALS 


CITY @ LOS ANGELES @ NEW YORK 


BOWSER, INC., 1301 E. Creighton, Fort Wayne, ind. 








No more globs or skips! 


Because of non-uniform application, lining ma- 
terial applied by conventional spray methods 
often collects in swedged rolling hoop area. 


Uneven linings, especially in the rolling hoop sections of steel 
drums, are eliminated by the new Rheem Centrifugal Spray Process 
of application. Compare unsatisfactory conditions, pictured above, 
with the uniform lining pictured below. 


New Rheem Centrifugal Spray Process gives you a 
completely uniform lining, drum after drum after drum! 


All surface areas of a drum automatically lined by 
the new Rheem Centrifugal Spray Process are—and 
stay—completely and uniformly coated. 
This new, fully automatic process not only elimi- 
nates globs and skips but blisters and pinholes as 
well. And Centrifugal Spraying, teamed with the 
new Rheem Vertical Baking Process, results in a 
curing job never before equaled! 
Only the new Rheem Centrifugal Spray Process 
gives you: (1) Uniform lining thickness—controlled 
to within .1 of a mil. (2) Uniform viscosity of lining 
materials with lower solvent content. (3) Uniform 
application. There’s no air turbulence because 
there’s no air used in the spray and no drum rota- 
dial tion. Spray always travels the same distance to coat 
New Centrifugal Sprayer spins off a continuous cur- all surfaces. Human element eliminated. (4) Uni- In Rheem Baking Ovens, evenly heated 
tain of finely atomized lining material at a controlled, form curing—thanks to vertical, 3-stage ovens with air flows vertically through lined drums 
uniform rate. controlled air flow and temperatures. for uniform curing. 


YOU CAN RELY ON h WORLD’S LARGEST MAKER OF STEEL SHIPPING CONTAINERS 


For full detalis write: Rheem Manufacturing Co. 
Container Division, 1701 Edgar Road, Linden, N. J. 


Plants and Sales Offices: Richmond and South Gate, Calif. « Chicago « Linden, N.J. « New York ¢ Houston « New Orleans « Sparrows Pt., Md. 
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For fast flow, 
light weight and low cost 


instal’ (heaton 


Manifold Valves 


Your truck tanks or trailers can discharge with much higher 
rate of flow through Wheaton Manifolds—custom-built and 
engineered to meet your requirements. 


The ENGINEERING you want: Wheaton Manifold 
Valves achieve a definite advance in manifold construction. 
There is no frame, resulting in exceptional lightness. There is 
greater through area, and less pressure drop. And all units 
have uniseam construction and non-corrosive trim—features 
that are exclusive with Wheaton. 


The DESIGN you want: Wheaton Manifolds can be sup- 


plied in any arrangement to meet the customer's require- 
ments for flexibility and simplified operation. 


The MODEL you want: You can obtain Wheaton Mani- 
folds in the model and metal that meet your needs—Square, 
Split or Selective—in aluminum, steel or stainless steel. 


Wheaton has been making manifolds since 1938. Before 
you install another manifold, let our engineers tell you the 
advantages offered by Wheaton—the custom-built, ad- 
vanced-design valves that meet your needs in flexibility . 
safety . . . fast rate of flow. Send today for full details. 


WHEATON BRASS WORKS, UNION, N. J. 
Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Tank Fittings and Truck Tank Equipment 


Foreign Manufacturers 


Emco Limited, ‘ihe Ds 
Worthington Corporation, 


io, Canada + Emco Brass Mfg. Co. Limited, Margate, Kent, England 
jo De lane Brazil, S. A. « Societe Luceat, Paris, France « Ljungmans, Maimo, Sweden 


United States Representatives 


P. R. Girard & Son, ey ~ 
Lufkin en & Equipment Co., Boston, Mass. 
H. Currier Co., Pasadena, Ca Callf 
Erie Meter Systems, inc nc., 
Oakland, Calif., San Gabriel, Calif., 
Portland, Ore., Seattle, Wash. J. A. 


The Watts Co., Houston, Tex. 

Connor & Harris, Kansas City, Mo. 
Manning, Hone & Siekmeier Inc., —— Col. 
Pittsburgh, P R. H. Wishman Co., Inc., Buffalo, N. Y. 
Phil S. Crutcher, Jr., Loulvile, Ky. 
Savage, Summit, N. J 


A. H. Stroyd, 


H. 0. Link & Son, Baltimore, Md. 
Equipment Sales Co., Inc., 
Renick & Mahoney, Inc., New 


H. G. Anderson Equipmen t Co., , N.Y. 
Edward F. Worden a Detroit, M jigan 


Foreign Representatives 
E. A. Tessada, Mexico City, Mexico « A. Solares Y Cia., S. En C., Havana, Cuba 


Manif 


«» Wheaton 


the best by every standard 
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HERE’S BETTER MEASUREMENT 


Rockwell Rotocycle meters with bot- 
tom inlet, side outlet design permit 
clean cut, easy installation on loading 
racks such as pictured above. And you 
can cut loading time way down with 
these new higher rated meters. That’s 
because Rotocycles offer less resistance 
to line flow. In, many instances you 
may be able to use smaller motors on 


your pumps and save on electric power. 

There are a multitude of Rockwell 
meter accessories, too, that will make 
your metering more positive and profit- 
able. These include air eliminators, 
strainers, ticket printers, as well as the 
ultimate in meter control—the Rock- 
well Remote Registration System. 
Write for bulletins. 


oy) 


ROCKWELL manuracturinc comPaANy 


PITTSBURGH 8, PA. Atlanta Boston Charlotte Chicago Dallas Denver Houston Los Angeles Midland, Tex. 


New Orleans New York NN. KansasCity Philadelphia 


Pittsburgh San Francisco Seattle Shreveport Tulsa 


In Canada: Rockwell Manufacturing Company of Canada, Ltd, Toronto, Ontario 
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Rockwell 


ROTOCYCLE METERS 
with MEu/ ORME COMROULED ROTOR 





Note simple, clean con- 
struction in the rotor 
control area. 


HIGHER CAPACITY RATINGS are made 
possible by a new measuring assembly that runs 
smoother, freely and in perfect balance. Meter 
ratings have been increased approximately 20 per 
cent on all sizes. 

LONGER LIFE and easier maintenance is assured 
by this new construction that has fewer parts and 
many less points to wear. 


PERMANENTLY TIMED —There is only one 
possible way to assemble this new rotor and this 


q method automatically positions the vanes for cor- 


QUIET OPERATION —This new balanced 
crank and link construction eliminates all objec- 
tionable noise. 


NEW ROTOR DESIGN OFFERS ALL THESE ADVANTAGES 


FEWER PARTS—Simple crank and POSITIVELY TIMED — In as- READILY INTERCHANGE- 
linkage controls and sturdy anti-friction sembly the flat of each control arm ABLE —with rotors in earlier model 
bearings combine to produce greater flow engages a mating flat on each vane Rotocycle meters now in service. 
rates and longer life. shaft to permanently lock these parts Conversion kits are available to 
for correct timing. facilitate on-the-job changeovers. 
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GASOLINE TRANSPORT COMPANY SACCANI DISTRIBUTING COMPANY H. W. LAY & COMPANY, INC, 
LOUISVILLE, KENTUCKY SACRAMENTO, CALIFORNIA TAMPA, FLORIDA 


Over a Quarter Century ‘OmLAmOMA'S fa 





The Big Fleets buy more 
than any other 





Ford Trucks Cost less! 


*Official truck registratio 
biggest commercial try 


n data for the Past t 

WO years show ] 

ch fleets have bought more Ford elsdecee ee Pag . 
make 


my 
arth 


SIE 


erg 


PURETA SAUSAGE COMPANY GLASSCOCK BROTHERS FARMER'S OIL SERVICE 
SACRAMENTO, CALIFORNIA LITCHFIELD, KENTUCKY MERCED, CALIFORNIA 


PIONEER ICE CREAM DIVISION, HUNTER PACKING COMPANY GOLDRING TRUCKING, FORT WORTH, 
THE BORDEN COMPANY, BROOKLYN, N.Y. EAST ST. LOUIS, ILLINOIS 
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POWELL BROTHERS TRUCK LINES, INC. 
ST. LOUIS, MISSOURI 


7-UP BOTTLING COMPANY OF 
TAMPA, FLORIDA 


Caneta 


STEVE WILSON, WHITE CITY, OREGON 


WM. B. MORSE LUMBER CO. 
ROCHESTER, NEW YORK 


STAHL-MEYER, INC. 
NEW YORK CITY, NEW YORK 


WESTCHESTER COUNTY 
VALHALLA, NEW YORK 


PATTI-BONO, DELANO, CALIFORNIA SUBURBAN PROPANE CORPORATION 


WHIPPANY, NEW JERSEY 
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Trouble-Free Tires 


now yours to sell 


New Cooper Safety-Premium nylon 
. the first tire to offer trouble-free performance 


Cooper’s new $1 million nylon pro- 
cessing mill and 3-Dimensional con- 
struction make possible the trouble-free 
tire you see here. 

Here now is much more than just an- 
other nylon tubeless tire. The reason 
is Cooper “3-D” construction. This is 
the Cooper development that gives 


freedom from tire trouble because it 
adds the great new dimension of lasting 
dependability to nylon and rubber. 


Look what this gives you fo sell: 
Never again the nightmare of a sudden 
blow-out or puncture! Never again the 
risk of roadside tire changing! Never 











“The Million Dollar Marvel.” Affection- 
ately named because of its huge size and 
efficiency, here is the most advanced nylon 
processing mill in the tire industry—the 





place where “3-D"’ construction begins. 





again the bother and worry about a 
“spare” to get you there! 


Sell tire life in terms of years—not 
merely miles. The Cooper ‘3-D” 
Safety-Premium nylon outlasts the 
trade-in life of practically any car. Sell 
tire power in terms of a 20 ft. extra 
margin of safety on a 100 ft. stop. 


Sell a trouble-free guarantee—the 
extra measure of assurance customers 
want. The “3-D” Safety-Premium ny- 
lon is backed by a 3-year road hazard 
guarantee, plus a lifetime guarantee 
against structural failure. 


High volume sales and profits are 
sure to come to dealers who stock the 
wonderful new Cooper “3-D” tire that 
motorists will be reading about. Write 
Dept. 3-D today for free folder and 
franchise details. Cooper Tire & 
Rubber Company, Findlay, Ohio. 


-+. miles ahead 
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“In 14: months...not 

a single bearing 
lubrication failure 

with lithium-base grease!” 


THE PROOF IS IN THE PERFORMANCE... 


lithium-base grease 


does the job... ; 


Here’s a report of our own experience with lithium- above give graphic evidence of the rugged bearing 


base grease under extreme industrial service condi- 
tions. Approximately 95% of the grease used in the 
plant of AMericaN Litnium Cuemicats, Inc., our 
subsidiary at San Antonio, Texas, is lithium-base, 
one-type grease. In fourteen months operation we 
have not been able to trace a single cause for bearing 


|| failure to the lubricant used. The on-the-spot photos 


American Potash & Chemical 


REG. U.S. PAT. OFF. 


service requirements in this plant where lithium ores 
are processed into high-grade lithium hydroxide, 
itself an important ingredient in lithium-base grease. 
Performance like this is why grease chemists, manu- 
facturers, marketers and users all attest to the superi- 
ority of lithium-base...the one grease in place of 
many for efficient and economical operation. 


member of... 


ration 


3030 West Sixth Street « Los Angeles 54, California 


Want to know more about TRONA 

lithium hydroxide monohydrate ? Send for our 
ical bulletin on this important 

chemical ingredient in lithium-base greases. 


LOS ANGELES * NEW YORK * SAN FRANCISCO * ATLANTA * PORTLAND Core.) 


Export Division: 99 Park Avenue, New York 16, New York 
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ARO has everything 


AL-207 PUMP... 


whether you do 50 or 500 lube jobs 

a month ., . you'll find AROLUBE 
equipment unbeatable for your needs! 
ARO lubricators are powered with Fa 
the amazing AL-207 Pump... uses 
Jess air to pump more lubricant. 


SEE YOUR AUTOMOTIVE 
WHOLESALER NOW FOR DETAILS. 








oeEeeeeeeeealll 
WARRANTED FOR 3 |, 


YEARS OR 10,000 
LUBE JOBS! 


a 





ARO warrants the AL- 
207 Air Motortobefree a 
from defects in work- o,f LUBRICATING 
manship and materials § § piece" 
for 10,000 lube jobs or |] 
3 years, whichever oc- 
curs first, from date of 
purchase. 


as 
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BANANA OIL 


OR MOTOR OIL 


whatever you can... call on 
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can with CROWN 


Whether it be for home or industry—it’s that extra 
touch of personal service that CROWN provides. 


CROWN offers quality containers—to withstand the 
chemical composition of any contents . . . complete 
package design and merchandising assistance . . . 
modern lithography equipment and techniques... 
and experienced research and engineering service. 
Plants and offices in 18 strategic locations. 


Write for your copy of “MR. PACKAGER”— 
information on CROWN’s precise fill control system. 
Crown Cork & Seal Company, Inc., Can Division, 
9338 Ashton Road, Philadelphia 36, Pa. 


CROWN CORK & SEAL COMPANY, INC. 
MANUFACTURERS OF CLOSURES, CONTAINERS AND MACHINERY 























keeps oil flow on the GO! 


@ Yes, no matter where oil flows, Milwaukee valves are on 
the job . . . day-in, day-out. Thousands bridge the gap be- 
tween bulk plant and automobile tank. 

You'll like the easy, positive control . . . the smooth steady 
flow without clogging, chattering or breakdown. There’s a 
size and model for every installation. You get the ultimate 
in design, materials and workmanship. 

Milvaloy, the stronger, lighter, spark-resistant metal as- 
sures added oil handling safety. It’s an exclusive feature of 
Milwaukee valves. 

Whether you order valves by the names Milvaco or Mil- 
waukee — it’s the proved way to keep oil flow on the GO! 
Write for literature or see your nearest jobber or wholesaler. 


LEVER GATE VALVE —~ LEVER GATE VALVE —~ ALUMINUM LINE STRAIN- 
Model P-901-U. Bronze Model P-2862. Bronze, ERS — Model P- 4 
double-disc. Quick open- double-disc, square Lightest on the market. 
ing valve. Ball and flange ends. Quick New yoke design per- 
socket joints specially opening, to 3”. Avail- mits quick, easy re- 
round for longer seat able in 4” size with moval for cleanin 
ife. Available with round flange. Sizes from i. to 
self-closing feature. eweued ends; 4” flanged 
ends, 


GATE VALVES... 


for bulk plant, stationary or port- 
able pipe line installation. , 
vide safety where it’s needed. 


ALUMINUM GATE VALVE BY-PASS PRESSURE RELIEF ALUMINUM TRUCK TANK 
— Model P-2675. Light, VALVE — Model P-610. FAUCET — Model P-870. 
durable. Self-aligning, Bronze. May be inspect- Reversible Perma Disc 
pcre he bolls _ ed and cleaned ya F — ypha ma or 

ne esign crewe connec ressure se angle ign wit 
@ For quick delivery, ends. Deep gland fol- tings up to, 200 pounds. flanged or screwed inlet 
smooth flow, other lower. adapter. 


Milwaukee accessories 











THE COMPLETE LINE OF PERMANENT QUALITY VALVES 


‘A 
valves, ‘fill caps, fill boxes, 


* MILWAUKEE VALVE COMPANY 


tank bushings A subsidiary of Controls Company of America 
2379 South Burrell Street © Milwaukee 7, Wisconsin 
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behind every EXEQE TL, ALUMINUM TANK 


... 27 years of Leadership 


Nobody Knows Aluminum Like HEIL 


Aluminum tanks are making news these days 
—but they aren’t new at Heil. Heil built its 
first aluminum tank 27 years ago. 

Heil pioneered new automatic welding 
techniques to take advantage of recently de- 
veloped high tensile aluminum alloys to pro- 
duce the finest aluminum tanks in its history. 
You get six to ten percent more pay load over 
lightweight steel tanks of similar size. 


Exclusive Triple - Dished Heads 


The same precision, die-formed, triple-dished 
head design that provides uniform head size 








Reinforced Plastic Tanks for Liquid Transport 
Fuel Oil Truck Tanks 


THe HEIL co. 


Department 373, 3000 West Montana Street, Milwaukee 1, Wisconsin 
Factories: Milwaukee, Wisconsin; Hillside, New Jersey; Lancaster, Pennsylvania 


Trailerized Petroleum and Chemical Transports 
Stainless Steel Tanks for Milk and Liquid Foods 


and great strength in Heil steel tanks is used 
in Heil aluminum tanks. 


Haul With Confidence . . . With HEIL 


No rust troubles... greater resistance to 
more different chemicals... new pay load 
opportunities—Heil aluminum tanks offer 
you all these advantages. But they offer even 
more—an assurance that every detail of de- 
sign and construction is the result of 27 years 
of unmatched aluminum tank experience and 
development leadership. 
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FEDERAL HIGHWAY PROGRAM 
PAVES WAY TO GREATER 
SERVICE STATION VOLUME 


Increased travel created by 
new roads will benefit all. 


The 33-billion dollar federal highway program is sure 
to bring business to service stations everywhere. 

For the more good roads the country has, the more 
Americans will travel to all parts of the land, stopping 
at stations on and off these new highways. 

But new highways are not alone in stimulating 
travel. Cities Service Dealers do likewise with free 
maps and information from the Cities Service Touring 
Bureau. 

The Touring Bureau plans best routes to fit the time 
schedule and purpose of each customer's trip. 

Thus, Cities Service Dealers build travel, build good 
will, and build business simultaneously. 





Station Dollar Volume to 
Increase 26% by 1960! 


Things look good for the alert service station 
operator. 
Average dollar volume is expected to rise 
26% by 1960 and nearly 50% + 1966! 
Based on past history, the outlook is even 
brighter for Cities Service Dealers. In the last 
ten years, Cities Service station volume has 
“ increased 60% | 
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Cities Service Backs Dealers and 
Distributors with Biggest 
Advertising Push Yet 


400 radio stations...600 news- 
papers...top rated television 
shows...and countless posters 
and billboards are now telling 
motorists of the greatest gaso- 
lene development in Cities 
Service history. 

Never before has Cities 
Service advertised so heavily, 
so constantly...and never be- 
fore has it had a better story 
to tell. 

For Cities Service has 


scooped the petroleum industry with new fuels for every type 
of car, not just a single new premium fuel. 
Already, Cities Service Dealers report large sales increases 


from these new gasolenes.. . 


and all agree the best is yet to 


come. The big Cities Service advertising push assures it. 








Cities Service Dealer Sells 
$1452 Worth of Tires in One Month! 


Frank Capuro’s secret is 
simple. 

First, he decorated his Phil- 
lipsburg, N. J. station with 
pennants...next, strung tires 
from the pump island...then 
placed handbills and tire in- 
spection reports on cars for 
miles around. 

Result: with materials avail- 
able to any Cities Service 
Dealer, Frank sold $1452 
worth of tires and tubes in 
one month. Who says it can’t 
be done! 


Cash in on Bigger Profits as a 
Cities Service Dealer or Distributor 


Never before has the outlook for Cities Service 
dealers and distributors been more profitable. Never 
before has Cities Service offered so much incentive, ~ 
so much assistance to new dealers and distributors 
If you're interested in the full Cities Service stot y 
write: Cities Service Oil Company, Sixty Wall Tower, 


New York 5, N. Y. 
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LAAGY 


; 


(ILLUSTRATED) 
STF-TW-PG64 
(Power Groove Tubes) 
STF-TW-66 
(HO Tubes) 


WITH STF-10-43 


ONE LITE FOR 
THE ENTIRE 
SERVICE STATION 


One Electric Line 
One Electric Switch 


ECONOMICAL INSTALLATION 
ECONOMICAL OPERATION 
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FOR THE MIDDLE OF 
THE BLOCK STATION 











f Boemascer: 
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MADE WITH THE NEW 
EXTRA HIGH LUMEN OUTPUT 
POWER GROOVE TUBES 
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FEATURES: 


For mounting on a Hi-Mount Support Pole, both single and double 
mount. 


. 4’, 6’, and 8" long fixture 21” wide. 


. Equipped with diffused clear plastic door recessed and hinged 
for easy servicing. 


. Can be adjusted to any angle from 0 to 90° of horizontal. 
. Equipped with high output, low temperature, rapid start tubes. 


. Supplied with white enamel — alzac reflector, as requested. 








Buckeye ‘“‘push-on’’--‘‘pull-off” tight fill 
system uses proved side-seal 





Here is a new tight fill system built around 


Diagram shows a proved-in-practice principle. 

how levers are 

released when Note that the ‘‘O”’ ring on the fill cap 
cable is lifted. 3 f : 

Springs-hold adapter is a side-seal. Seal is made as soon 
them firmly in as the coupling elbow or cap passes over 
pave eee the “O” ring. No problem of leakage, even 


locked. 
if cap is not locked in position. 








To connect—‘“pull-off” cap and “push- 
on” coupling elbow. Disconnecting elbow 
is equally simple. Just lift up on the hand- 
saving, nylon-coated cable to put levers 
in release position. Then just “pull-off” 
elbow. That simple! That quick! 


Coupling elbow is cast aluminum with 
four transparent windows to observe flow. 
Cap and adapters also are aluminum. 
Adapters available in 3” x 3”, 3” x 3%”, 
3” x 4” sizes. One elbow and one cap fits 
all adapters. Write for full details, or call 


| your Buckeye distributor. 
"O” ring with No. $A9260-1 
No. 9260-6 | cxwine side 


scal 


Buckeye Iron & Brass Works 
Box 883, Dayton, Ohio 


America’s Quality Manufacturer of Valves and Fittings for the Oil Industry 
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QUAKER MAID REFUELER MARTHA WASHINGTON 





MARTHA WASHINGTON TANDEM GONDOLA TYPE SEMI-TRAILER 


Truck tanks 


= MOUS Tee =o. 


YU 


CUSTOM REFUELER 


Quaker Truck and Trailer Tanks are designed by engineers 
of highest standing and built to your individual require- 
ments by mechanics of the finest skills. Before construction 
is started on any tank, a blueprint is submitted showing how 
the tank will look, how much it will weigh, and how the 
load will be distributed on each axle in accordance .with 
both the chassis manufacturers’ specifications and State 
highway laws. You can depend on Quaker Tanks never to 
be overweight, never to be over or under capacity; and to 
have the load distributed perfectly. 


For over 30 years Quaker has been the leader in the 
development and improvement of truck and trailer tank 
equipment. Go over any modern piece of equipment and 
see what a large percentage of the improvements in design 
and construction have been developed by Quaker City. 
To take a specific item: you will find lightweight tubing of 
larger inside diameter than piping, with long sweep elbows 
replacing sharp mitered joints, all joints welded and tested. 
Features like these explain why so many large oil com- 
panies ask us to construct pilot models for them before 
they go ahead with a large program. 


Get the benefit of standardization where it will save you 
time and money, but at the same time enjoy the advantages 
of a tank designed to fit your individual requirements by 
specifying Quaker City on your next order. Whether you WILLIAM PENN 
want a simple job like our “William Penn” or a deluxe 
unit like our “Fawn,” we can take care of your needs. 


QUAKER CITY IRON WORKS 


3400 GAUL STREET, PHILADELPHIA 34, PA., Telephone: REgent 9-3000 


ONE OF AMERICA'S LEADING TRUCK TANK BUILDERS FOR OVER 30 YEARS. 
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That's right. Dow ads in THE SATURDAY EVENING POST 
beginning in September spearhead a new advertising- 
merchandising program to sell you and YOUR service. 


Ads, posters, banners, publicity. . . all talking about you! 






Iinterest-building POST ads 
remind your customers about the 
importance of glycol antifreeze pro- 
tection and cooling system service— 
the kind only you can give them. 
Compelling limericks and _ brief, 
friendly messages talk up your com- 
pany'’s brand of antifreeze and your 
expert service. 














Pius special ads in SPORTS 
ILLUSTRATED and POPULAR 
SCIENCE urge readers to “Get 
Your Antifreeze Early”! 








Best way to take advantage of this 
fresh, new advertising program is 
to (1) make sure you have an 
adequate supply of your company’s 
brand of glycol all-winter antifreeze; 
(2) alert your customers that you're 
ready, willing and able to give them 
the best cooling system service avail- 
able anywhere. 











mites 








Colortul window banners and 
streamers are a key part of the 
program to make your selling job 
easier, profits bigger. Post these 
bright, forceful reminders on win- 
dow, door, pump or pole. 











This all-out merchandising program aiso includes nation- 
wide publicity in Newspapers, Magazines, Radio and TV. 






this fall... 


read about your 
THE'DOW CHEMICAL COMPANY, MIDLAND, moHIoAN <—{ELOYZ™ 
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self in OST | 


(when you’re not too busy selling antifreeze) 








MR. PETROLEUM SALES MANAGER: 


‘\ ...can pump new sales and profits 


into your dealer’s business! 


When your dealers feature General 
Tires, tubes and batteries on racks and shelves, 
they’re offering their customers full 
quality and... making full profits for you and 
themselves on every sale. Why not discover 
today how to sell easier... 
make more with The General Tire, America’s 
proved top-quality money-maker. 


with GENERAL you get 


@ A complete line of passenger, truck and farm tires 
@ Consistent and concentrated advertising help 

@ A complete marketing and merchandising program 
@ Warehouse facilities as near as your telephone 


@ A Sales Training program designed fo boost sales 
and profits 


THE GENERAL TIRE & RUBBER COMPANY 
Akron, Ohio 
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CRESCENT gives you 


Color for positive 
identification! 
Samples on request. 


ae) 


Lead Terminal Insulated Cable 


wre 


Lead Terminal Strap 


MERCHANDISING QUALITY 


Merchandising to fit your specific needs! Plastic insulation! 7 times more 
Complete sales programs for use at the resistant to abrasion— impervious 
retail level! to oi!, grease, solvents. 


Take advantage of Crescent’s years of experience in supplying 
leading marketers. Ask us to demonstrate what we can do for you. 


“STHE CRESCENT COMPANY, INC. 


/ 
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NOW ... ror THE FIRST TIME... 
POSITIVE “DIRECTIONAL CONTROL” 
AREA ILLUMINATION! 


Whiteway’s answer to disturbance complaints . . . the new 
scientifically engineered rapid-start DIRECTO-LUME giving 
you positive directional lighting with absolute minimum 

light wasted! Precision, all-aluminum construction, styled with 
the gracefulness of a swan! Streamlined, neat and attractive, 
the new DIRECTO-LUME weighs only 69 Ibs., yet has the 
relative strength of a steel bridge. Here’s the finest fluorescent 
flood-light available anywhere . . . engineered to solve all 
your area lighting problems. 


LOOK AT THESE OUTSTANDING FEATURES: 


@ High efficiency . . . so efficient that published light 
readings seem fantastic! Readings as far as 72 feet away 
exceed those of other fixtures at much shorter distance. 
This is actually based on the physical law of light 
reflection, which states that the angle of incidence is equal 
to the angle of reflection from the reflector surface. 

IT’S THE SHAPE THAT DOES IT! 


@ Styled in tune with today’s modern architectural tastes in 
mind . . . the DIRECTO-LUME adds beauty to your location 
as no other fixture can! Light is mounted quickly and easily 
on Hinged Support Post. 

@ Sturdy all-aluminum construction reduces maintenance . . . 
assures long life! 


MANUFACTURING COMPANY 
WAC [oe Ole -taslols me. WZ: Se @lalaislalel iy em O lille 


SCIENTIFIC SHAPE GIVES 
DIRECTIONAL 
CONTROL! 


Sectional end view at ri 

clearly reveals why there i fe) Ez 
absolute minimum loss of 

to the rear and top of DI 

TO-LUME. You migh ° 
“ITS THE SHAPE 

DOES IT!” 


.e) 
° 


FAST, POSITIVE 
MOUNTING BR 


One of the most 
Mounting Brackets 
is adjusted by sir 
ment bolt. Fits an 
standard size 
nipple. No witri 
boxes needed . 
easy and quick # 
cessibility to wi 
connection th 
weatherproo 
spection plate 


WRITE 


It doesn’t 
modernizi 
tions, ou, 
surely 
lems. O 
ment, 
FREE 


Di 
U. 
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Behind today’s most profitable 


aluminum transports... 


A years-ahead 
design for 
tank construction 











x 


Copyright 1957 Butler Manufacturing 








that put payload in the sky 


puts profit power in 


Butler Aluminum Transports 


Whether it’s transporting a commodity 
on the ground or in the air, one objective 
is the same—the maximum payload con- 
sistent with safety and dependability. To 
get it and still maintain the tremendous 
strength required by flight conditions, 
airframe manufacturers rely on mono- 
coque construction to cut weight, but not 
strength in the aircraft fuseiage. This 
same construction is also used by Butler 


to make a lighter, more profitable alumi- 
num transport. With monocoque con- 
struction, the strength inherent in the 
“skin” of the tank—or aircraft—provides 
most of the support. This advanced de- 
sign is only one of several reasons why 
Butler Aluminum Transports are ahead 
in payloads and profit power today—and 
will continue to be the most profitable 
for years to come. 


Monocoque construction eliminates heavy frames...makes 


Butler aluminum transports stronger with less metal! 


Saves weight, boosts payload. Butler’s 
monocoque construction saves weight by 
eliminating heavy frames, pads and cross 
braces. Only a light partial frame is used 
to attach the tire carrier and landing legs 
to the tank. 


Prevents dangerous stress concentrations. 
Loads are distributed over the entire 
Butler tank. There’s no stress build-up 
at any one point which can cause weld 





failures or fatigue cracks. Butler’s mono- 
coque construction is not only lighter, but 
it makes a tank that is more dependable 
and longer lasting. 


Withstands shock loads better. Because 
of their monocoque design, Butler tanks 
can flex slightly dnd absorb shock loads. 
This flexing action reduces strains at the 
point of impact and permits the use of 
lighter construction. 


@ppepee™ | iE 


Compare Butler's current tank design at left with the type Butler The old style way to build transports used heavy braces and under- 
was using 15 years ago (and is still being used by most manufac- framing to carry the load. Butler discarded this design because resulting 
turers of aluminum transports). Today, the “skin” of the Butler tank stress concentrations tended to cause weld damage and more metal had 
is the main support. Bulkheads maintain tank’s cylindrical shape. to be used to gain as much strength as the monocoque design. 











Aluminum Transports... 


years ahead in everything that counts 


Strongest, Most Efficient Shape — Butler uses 
the strongest tank shape known for over-the- 
road transports —a cylinder. It requires the 
least metal per gallon of capacity, gives excel- 
lent distribution of stresses, reduces side 
surge and wind resistance. 


Twice-Tested Welds — Special 
welding jigs position the tank so 
that perfect aluminum welds can 
be made in all parts of the trans- 
port. Welds are painted with a 
soap solution while the tank is 
pressurized to detect leaks. This 
test is performed twice during 
tank construction to assure years 
of dependability and mainte- 
nance-free performance. 





Faster Drainage—Area of bulkhead drainage 
holes has been increased almost 100% for faster 


Load-Cradling Tandem Mounting — Butler 
transfers loads from the tandems into bolsters 
which cradle the tank. These distribute loads 
over a wide area, reducing stresses which are 
common when reinforced frames are used to 
support the tank. 


Bulkheads So Strong They Don’t 
Need Stiffeners — Butler bulk- 
heads are die-formed in a dish- 
shape for greater stability. They 
actually exceed ICC strength re- 
quirements by 33%, eliminating 
the extra weight and stress prob- 
lems of reinforced bulkheads. 
Manholes and drainage holes are 
flared out and tubulated to add 
strength and permit smoother 
liquid flow. 


Adjustable Rocking Upper Fifth Wheel —Stabi- Streamlined Flashing —New one-piece extruded 


drainage and quicker turn-arounds. A 650-gallon 
per minute pumping rate can be maintained. A 
built-in tunnel sump permits more complete 
drainage and speeds up final emptying. 


lizes load on tractor drive wheels as rig takes 
curves, reduces twisting strains on tanks caused 
by rough roads and service station deliveries. 
Increases payload 150 Ibs. by eliminating need 
for heavy tractor-mounted universal fifth wheel. 


7454 East 13th Street, Kansas City 26, Missouri 


aluminum flashing has built-in air and electrical 
tubes which eliminate most leakage and main- 
tenance problems common to lines that are 
mounted on the walkway. Turn-over guards 
maintain sleek appearance at manhole openings. 


BUTLER MANUFACTURING COMPANY 


954 Sixth Avenue, S.E., Minneapolis 14, Minnesota 
913 Avenue W, Ensley, Birmingham 8, Alabama 
Dept. 30, Room 602, 103 Park Avenue, New York 17, New York 
Dept. 40, 3414 N. Harlem Avenue, Chicago 34, Illinois 


as 


Manufacturers of Dry Cleaners Equipment ° Oil Equipment + Buildings - Farm Equipment + Outdoor Advertising Equipment + Custom Fabrication 
Factories at Kansas City, Mo. * Minneapolis, Minn, * Galesburg, Ill. * Richmond, Calif. * Birmingham, Ala. + Houston, Texas + Burlington, Ontario, Canada 


Printed in U.S.A. 








NEw SILENT TRACTION 
by DUNLOP 
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5,000,000 customers 


will be looking for a 
SUPERIOR winter tire this year 


DUNLOP has it—a SUPERIOR SILENT TRACTION! ribs that eliminate “whine” and lug vibration .on bare 
Five million prospects for winter tires, according roads...plus husky, DEEP shoulder lugs for powering out 
to authoritative sources!* (Available on request.) of deep snow. In short: an all-road mud-snow tire with 
What a market for Dunlop Silent Traction Tires— EVERYTHING your winter-tire customers will demand. 
and the Petroleum Marketer selling the Dunlop line! 
Because the Dunlop Silent Traction is a quality tire 
throughout...offers the most powerful tread for any road 
on a tire body super-strengthened by Atomic AccuRay.® 


And look how Dunlop backs you up! With national and local 
advertising ... merchandising and display help tailored to 
your needs...on-the-spot service from Dunlop representa-" ~~ 
tives...plus deliveries without delay from nearby warehouses. 
A deep, husky tread with thousands of hard-gripping __ If you aren’t already enjoying the profitable partnership 
edges...siped traction units for improved performance —_ of a Dunlop Franchise, talk with the “Man from Dunlop.” 
on ice and wet pavements... solid stabilizers and riding —_ Learn why it’s worth more to you to sell Dunlop Tires. 


wo“ DUNLOP 


AccuRay® — travemank oF 


INOUSTMAL NUCLEONICE COMA DUNLOP TIRE AND RUBBER CORPORATION, BUFFALO 5, N. Y. 
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THE GILBARCO BR ABABUTA GAs 


OFFERS EXCLUSIVE 
MONO-FRAME 
CONSTRUCTION 


... MOST RUGGED OF ALL 


The new Gilbarco “SALES-MAKER” with its one-piece steel frame offers unequalled 
rigidity of construction, fast quiet operation, and sales-making good looks. And its 
unique design provides work-bench accessibility on the pump island—mechanics say 
it’s the easiest-to-service pump on the market! 


GIANT BRAND PANEL_uie largest brand panel ever 


(123 sq. in.) and easy-to-read dial face do a full merchandising job for you, attract 
customers around the clock. 


LOW- COST MAINTENANCE. two-piece, deep 


die-formed panels are easy to remove, provide immediate and complete access to all 
internal components. And replacement of sectional panels is quick and inexpensive. 


SUPER-ACCURATE METER - citarco's skitttuity 


engineered meter measures gasoline with split-drop accuracy, is field-proven through- 
out the world. 


%, 


Before deciding on any gasoline pump, be 
sure to investigate all the outstanding advan- , 
tages of the Gilbarco ‘““SALES-MAKER.”’ end top of pune. 
Write today for complete illustrated brochure. Gilbert & Barker eliminating corner 
Manufacturing Co. 
West Springfield, Mass. 
Toronto, Canada 








Washington National Airport, 
Washington, D.C. 


Overall height 48' “is” Approx. 
Overall length 64%6” Approx. 
Shell diameter O.D. 20” 


the world’s newest airports . . . 
military and civilian . . . select 


Werner Lewis Separators and Filters 


}) 


fer turbo and jet fueling systems 


LL A R n 7 p servicing teday's modern aircraft 


pe Allied Aviation Fueling Company, Wash- 


[ f UL | S ington National Airport, Washington, D. C. 


selects the model FCS-911-191 ANC com- 


‘fe () M1 p 8) if 4 bination separator/filter designed especial- 


ly for aircraft refuelers. Rated at 225GPM 

(; AUNMA on jet and kerosene fuels, this unit meets 

BOX 3096 * TULSA, OKLAHOMA all requirements of MIL-F-8508 for water 
separation and filtration. For information 
on a complete line of water separators and 
filters for mobile and stationary installation, 
write Warner Lewis Company, Division of 
Fram Corporation, Box 3096, Tulsa, Okla. 


DIVISION OF FRAM CORPORATION 
n Canada: FRAM CANADA LTD., Stratford, ¢ 


Representatives in all major cities 
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ISLAND 
LIGHT 


for island lighting modernization . . . 


at a really low cost. 


igh COMPANY 


ne AK PARK N 
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A star SERVICE 


makes Continental Steel Containers 


your best buy 








ss 














ICC-APPROVED 


TIGHT-HEAD PAILS 


Capacity 5 gallons. Made from 
heavy 24- or 26-gauge steel. Meets 
ICC specifications 17E and 37D. 
High-strength body available 
with straight sides or top and bot- 
tom beads. Drum top offset for 
easy stacking. Electric lap-weld 
side seam, and compound-lined, 
double-seamed head and bottom. 


For full specifications on all 
Continental steel containers, con- 
tact your nearest Continental rep- 


When you purchase steel containers, get the most for 
your money. This means the best in service as well as 
the best in pails and utility cans. At Continental, we 
go all out to give you what you’re looking for—with 
our 4-star steel container service. 


FULL LINE 


Whatever product you're buying for, Continental has 
just the size and style container to fit it. Handi-Cans 
in 2% and 5 gal. sizes, lug cover pails from 2 to 12 gal., 
flaring pails from 3'2 to 6'% gal., plus 5 and 6 gal. 
tight-head pails. 


$x QuALity 


Made of heavy-gauge steel in ultra-modern plants, 
Continental steel containers are thoroughly tested to 
meet ICC specifications and to conform to CFC/UFC 
Rule 40. Colorfully lithographed, these sturdy, re- 
usable containers will continue to promote your prod- 
uct long after their original contents have been emptied. 


FY RESEARCH 


As part of our 4-star service, customer research men 
are available to help you right in your own plant. In 
addition, scientists at our Research and Development 
Center in Chicago are constantly working to bring you 
new and better packaging ideas—such as Continental’s 
Perma-Linings for hard-to-hold products. 


$e Quick DELIVERY 


Just say the word and we'll deliver all the steel con- 
tainers you can use—any time, any place. Continental’s 
excellent production facilities and carefully selected 
warehouse points in many sections of the country 
guarantee better service when and where you need it. 


So get full value from your purchasing dollar—with 
Continental's 4-star steel container service. Call anytime. 











Cc CONTINENTAL 
CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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ENGINE REVOLUTIONS PER HOUR TT 
CONVENTIONAL EATON AXLE SAVED 
AXLE HIGH HIGH-HIGH 


Sg veo epee 2-Speed 


20 74960 67990 


30 112440 101985 Axles 


40 149920 135980 


—— Cut Down 
"Revolutions per Mile’ 





























Save Operating and Maintenance 
Costs—Make Trucks Last Longer! 


The chart above shows the big reduction in engine revolutions 
made by Eaton 2-Speed Axles in high-high gear ratio. Fewer 
Revolutions per Mile mean reduced piston travel, less wear 
on every rotating engine part and power transmitting unit. 


Not only when highballing on the open highway—but in 
every hauling situation—pulling out of the hole under full 
load, climbing steep grades, maneuvering in city traffic— 
Eaton 2-Speeds save wear and tear on engines by permitting 
them to operate in their most economical speed range. This 
results in important savings in operating and maintenance More than Two Million 
h re" ag ed 4 Eaton Axles in Trucks Today. 
costs, thousands extra miles een engine overhauls, For complete information, 
fewer interruptions of operation, and more miles in the life see your truck dealer. 
of the truck. 


AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND, OHIO 


sl PRODUCTS: Engine Valves® Tappets ® Hydraulic Valve Lifters ® Valve Seat Inserts ¢ Jet Engine Parts e Hydraulic Pumps 
Motor Truck Axles * Permanent Mold Gray Iron Castings ® Forgings ® Heater-Defroster Units ¢ Automotive Air Conditioners 
Fastening Devices ® Cold Drawn Steel ® Stampings ® Gears ® Leaf and Coil Springs ® Dynamatic Drives, Brakes, Dynamometers 
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Some spark plugs Some spark plugs 
are designed for low speeds, are designed for high speeds, but... 


POWER TIP is the first 
spark plug that “fires up 
todays engines at all speeds! 





POWER TIP 


POWER TIP is the first spark plug 
ignition-engineered to fill the el for 
both hot plug and cold plug perform- 
ance. Power Tip “fires up” today’s 
overhead-valve engines for peak per- 
formance at all speeds. Here’s why . . . 


POWER TIP protrudes farther in 
to the center of the combustion 
chamber. Ignition takes place closer to 
the heart of the air-fuel mixture. Fuel 
burns more evenly and completely. In 
many cases, fuel mixture can be made 
leaner for better economy with no 
sacrifice in power or performance. 


cna 
HOT 
GASES 


> 


—_——_ . 


POWER TIP gets hot fast when engine 
starts up, stays at best operating tem- 
| pany to prevent fouling. Protruding 
gets full benefit of scouring action 
of Hot swirling. gases to burn carbon 
oan deposits away clean. 


POWER TIP. 


today’s engines and today’ s driving . 


POWER TIP checks costly and 
dangerous high-speed pre-ignition 
damage often caused when engines 
equip with hot spark plugs de- 
si for city driving are operated 
at high 


__ — > 
—_—_-— 
—_—_—-——— 


COOL AIR-FUEL 
MIXTURE 


— 


POWER TIP is actually cooled by 
the richer air-fuel mixture at wide- 
throttle operation. The protruding 
ceramic 7 is in just the right posi- 
tion to take advantage of this “re- 
frigerating” action. Cooler operation 
at high speeds checks costly and 
dangerous high-speed pre-ignition. 


LONGER FOULING PATH 


POWER TIP reduces short-outs. 
Notice longer fouling path on Power 
Tip. This plus cleaner Power Tip 
operation extends useful plug life 
maintains peak performance. 


the first spark plug ignition-engineered for 
e 


livers peak performance 


in overhead-valve V-8’s and in most overhead-valve 6’s in all 
these cars—BUICK, CADILLAC, CHEVROLET, CHRYSLER, 
DE SOTO, DODGE, PLYMOUTH, IMPERIAL, HUDSON, 
FORD, LINCOLN, MERCURY, OLDSMOBILE, RAMBLER, 
PACKARD, PONTIAC, STUDEBAKER, NASH. 


AUTO-LITE. 


THE ELECTRIC AUTO-LITE COMPANY e 


POWER TIP electrode alloy out- 
lasts ordi electrodes 5 to 1! Ordi- 
nary electrode alloys burned up when 
tested with new Power Tip design. 
In corrosion tests simulating com- 
bustion chamber conditions, con- 
ventional electrode lost 33% of its 
original weight. Power Tip electrode 
lost only 6.45%. 


POWER Tr. . resistor or standard 
. registers the best customer satis- 
faction—stops profit-robbing ‘““come 
backs,”’ too. A small stock of Power 
Tip covers all overhead-valve V-8 
engines and most overhead-valve 6’s. 
Standardize on Power Tip for all 
overhead-valve jobs today! 


SPARK PLUGS WITH 


POWER TIP 


Toledo 1, 


Ohio 





Schrader’ 


be is the word for gauges 
...and accurate gauging can build your business 





Now, more than ever, tire pressures must be maintained accurately. New tubeless tires 
deserve and require frequent and accurate gauging. These Schrader Gauges pay off—build 
customer confidence—make extra profits and save you time. Old, worn out gauges have 
paid for themselves many times over. Order new ones today and specify Schrader by name. 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Company, Incorporated 





FIRST NAME IN TIRE VALVES 
FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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FLYING 





THE BEST REFINERY HiKES.1 THE BEST. GASOLINE 


Tap the Profit Pipeline 
with a Tidewater Franchise 


IDEWATER’s new Delaware Refinery 
fi is the world’s best for size and 
science. From it comes the gaso- 





line more people want in their 
cars. There’s a powerful profit potential in sup- 
plying this demand—a potential you may be 
able to cash in on. 

Tidewater is on the move . . . in production, 
in distribution, in advertising and promotion. 
Every ‘Flying A” dealer will benefit from this 
great forward surge. Why not join them? Write 
in confidence to your nearest Tidewater Oil 
Company office. 
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ly FRAM 
bolonga in yous profit: pichwne! 


Fram Filters (oil, air, fuel and water) are on over 
* 30,000,000 vehicles now on the road—more people know 
and prefer Fram Filters to any other make. 


Every day almost 12,000 new passenger cars leave the 
factory equipped with Fram Oil and Air Filters. 271 
manufacturers of quality precision engines prefer FRAM 
Filters to any other make. 


From coast to coast dealers are praising FRAM’s hard- 
selling merchandising program. They know FRAM mer- 
chandising has resulted in Fram Filters being preferred 
by more motorists than any other brand! 


Add ’em up... 


... they total to a wonderful profit opportunity for 
your dealers. Add Fram to your TBA program, now. 
Only Fram offers you and your dealers so much! 


More reasons why FRAM belongs in your TBA 


FraM Corporation, Providence 16, R.I. 
Fram Canada Ltd., Stratford, Ontario 
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in research 


in standard equipment 


in quality 


in preference 
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Only FRAM Filters offer all 
of these advantages 


OiL + AIR + FUEL + WATER 


Cartridges individually engineered to 
car manufacturer filter type require- 
ments. 
A filter for every requirement: oil, 
fuel, air or water. 
e Unconditional money back guarantee. 
e Cartridges metal-encased for greater 
safety and strength. 
Carburetor air filter patented built-in 
gasket absolutely prevents by-passing 
of dirt and dust. 
Cartridges remove abrasives as small 
as 39/1,000,000ths of an inch. 
Good profit margin on every car- 
tridge. 
Continuing advertising and sales 
promotion. 
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with every 3 cases 
Du Pont N° “7” Products 


(OR 4 CANS FREE WITH EACH CASE) 


New Car Wax Heavy-Duty Sealer Clear-Rubber Dressing Car Upholstery Cleaner 
No. ‘‘7” Polish Brake Fluid Waterless Hand Cleaner Multi-Service Cleaner 
M. 0. A. Spray Glaze Foam Cleaner Acid and Rust Inhibitor 
Liquid Anti-Rust Rubbing Compound Tire Black Gas Guard 

Car Wash “Dissolvo”’ Clear Windshield Sealer Windshield Washer Fluid 
Cooling System Sealer White Tire Cleaner Auto Wax Black Sealing Compound 
Fast Flush Chrome Polish Speedy Cleaner Touch-Up Enamel 
Cooling System Cleanser Black-Rubber Dressing Bug Remover “Orel’’ Rubber Lubricant 


NOW—A FULL-LINE DEAL FOR FALL—extra profit for you on 

every one of the popular Du Pont No. ‘‘7’”’ Products above! This offer 

of new Du Pont Cooling System Sealer that seals faster, better than 

the five other leading brands is available for a limited time only to es 
encourage early ordering. Stock up now and make even more profit serrep THINGS FOR BETTER LIVING 
on your profitable Du Pont No. “7” Line. ... THROUGH CHEMISTRY 
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BET) aul alel a u(siaste 


with pre-set flow control 


OKHEIM 


MODEL 635 


Set gallonage in advance—you need never leave 
the nozzle! Tokheim PRE-SET FLOW CON- 


TROL does the rest! Stays on full flow longer— 
saves pumping time. Smoothly, automatically 
reduces to secondary flow of 11 g.p.m.— within 
three seconds of full delivery. Gently cushions 
stop—eliminates shock. Saves strain on pipe- 


A Tokheim dual meter installation. The extraordinary 
flexibility of Tokheim equipment permits such instal- 
lations to be made with maximum ease. 


CHECK THESE IMPORTANT FEATURES 


fittings and meter—prolongs equipment life. 
Accurately records gallonage delivered. Ticket 
Printer optional. Especially designed for tank 
trucks, bulk plants, airports, industry. See your 
Tokheim representative or write factory for 
literature and prices on this new Model 635. 


OF THE NEW MODEL 635! 


40 g.p.m. capacity—11 g.p.m. in last 3 seconds. 
Pre-set flow control determines gallonage—frees the 
operator—cushions shut-off. 

Standard 14” flanged inlet and outlet of meter, air 
separator and back-pressure valve. 

Same positive piston displacement-type measuring 
unit as in Tokheim Computer Pumps. 

Veeder-Root Register and Totalizer—exclusive, lever- 
type wheel settings. 

Air separator inlet and strainer are reversible. 


General Products Division 
TOKHE(M CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVENUE °'NCE 190! copy WaYNe 1, INDIANA 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 
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ADVERTISED IN 


PADVERTISED IN | oe 
LIFE —the tie-in that 
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wraps up 
more T'BA sales 


Tie in your selling week after week with the TBA ads that 
appear in LIFE. This way, you’ll get a bigger share of the TBA 
business in your neighborhood. 


Why? Because LIFE reaches the car owners in your neigh- 
borhood. An average issue is read by 30.4% of all car-owning 
households. And people respond enthusiastically to LIFE... 
to its exciting word-and-picture stories and its compelling ads. 


The ads in LIFE pre-sell for you. You can complete the sale 
by featuring LIFE-advertised products regularly and by dis- 
playing the “‘Advertised-in-LIFE” symbol. 


LIFE leads in weekly circulation 


LIFE 5,835,032 
Saturday Evening Post 5,161,264 
Look (bi-weekly) 4,669,535 


your business responds to LIFE 


because Motoring America 
responds to [Mia sera 


Sources: Audience, A Study of the Household Accumulative 
Audience of LIFE; circulation, ABC, first quarter, 1957. 
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Big Fall “PRESTONE” anti-freeze ad campaign will tell car owners: 


BRAND 


‘Go er who ean 
provide proper servicing!’ 


@ The campaign on Radio, TV and newspapers promotional staffs stay free to concentrate 
will send customers to those dealers— your dealers on your all-important petroleum products. 


—who can provide proper servicing... attach the i , 
Green Tac with its famous Guarantee! Let us show you more facts — more outstanding 


advantages of product, service and promotion. 
Add these facts: They all add up to greater sales, greater profits, 
1. America’s most preferred brand...easiest greater economy for you with America’s most 
to sell. preferred anti-freeze brand! 
2. Guaranteed supply—no procurement 
problems. 


3. Biggest advertising program in the anti- 
freeze business ...plus a complete mer- 
chandising set-up. Your own sales and 


The terms ‘‘Prestone’’,‘‘Eveready’’, The Green Tag, and ‘‘Union Carbide’’ are trade-marks of Union Carbide Corporation 
NATIONAL CARBON COMPANY - Division of Union Carbide Corporation - 30 East 42nd Street, New York 17, N. Y. 
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You get more service and protection from 


ALEMITE 


REG, U. S, PAT. OFF, 


..the Lubrication Equipment Leader! 


Service Depots Coast-to-Coast! Alemite maintains 
414 lubrication equipment service depots across 
the country. These service depots maintain com- 
plete stocks of repair parts, economical replace- 
ment kits, loaner equipment, and up-to-date service 
reference literature. They are also equipped with 
special tools and testing facilities. 


Matchless protection! Because Alemite offers only products of proven didjend- 
ability and performance, this famous manufacturer can give you complete 
protection in writing. Only Alemite offers all three: (1) a 27-month warranty 
on sealed-in pump power units; (2) a 12-month warranty on equipment; (3) a 
12-month warranty on high-pressure hose. 


Skilled Customer Service! 
Alemite field service depots 
are staffed with men who 
are thoroughly qualified to 
handle all service and main- 
tenance work on your equip- 
ment. They are schooled in 
proper operation and main- 
tenance, and actually assem- 
ble and disassemble Alemite 
equipment in regular train- 


ing schools at the factory. 
Regular improvements and 
changes keep Alemite serv- 
ice depots modern and up- 


Installation by factory-trained specialists! To as- 
sure the excellent performance which you expect 
from Alemite equipment, plant-trained Alemite 
specialists handle every detail of its installation. 
It’s one more reason why you get quality products 


to-date. ~—and then some—when you choose Alemite! 


SEI al ALE M ITE 


write Alemite, Dept. as.97 REG. U. S. PAT, OFF. 
Division of STEWART-WARNER CORPORATION 


1850 Diversey Parkway, Chicago 14, Illinois 
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REMOTE mM ! 
a a | , 
LOPL A 
assures marketers feed service with 
submerged pumps serving multiple pedestals 


=H 


FRANKLIN DESIGN CUTS COSTS 


EASY-DISCONNECT UNIT 
Dependable performance cuts your 
maintenance costs and minimizes 
“downtime”. Should servicing ever be 
necessary, the easy-disconnect unit 
permits quick removal of the pump 
and motor. Plug-in electrical connec- 
tors are pressure-tight against gaso- 
line entry. 

BUILT-IN PROTECTION 


Automatically prevents damage from 
overload or low-liquid level conditions. 











GASOLINE-LUBRIC ATED BEARINGS 
Force-lubrication of all bearings with 
gasoline assures an endless supply 
of lubricant without dependence on 
foreign liquids that eventually leak 
out or become contaminated. Franklin 
bearings are designed and manvu- 
factured for maintenance-free oper- 

ation using gasoline as a lubricant. 


HERMETICALLY SEALED CASE 
The all-welded, stainless steel con- 
struction assures permanent and abso- 
lute protection for the motor windings | 
to assure continuing dependable elec- 
trical performance. 


HI-LOAD THRUST BEARINGS 
Pump thrust meeadnad by the stain- 
fase seen cats Se sueeied St Oe 
ing stainless steel bearings mated 

© graphite dic lubricted by gratin. 

















WRITE FOR Banish vapor locks, explosion hazards, leaky stuffing 

_—_ boxes and priming problems while obtaining maxi- 

THE FACTS mum output at the pedestal for less cost. Franklin 
al Motors are known for dependable and efficient oper- 

2 aes f- FF ation. It pays to insist on the best for a remote 
Lucan an 


or booster system. 
Me tows 
for REMOTE and 


BOOSTER PUMPS Franklin Electric Co., Ine. 


345 EAST SPRING ST. * BLUFFTON, INDIANA 
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Now NBC’s Miss 
sell Anti-Freeze 








. » » coast-to-coast weathercasts 
with warnings to motorists to 
get their anti-freeze early! 


Around the clock, NBC’s Miss Monitor gives millions of motorists 
the weather news and now her famous voice will help your dealers 
make early anti-freeze sales! For six straight weekends on 187 NBC 
radio stations, beginning Sept. 21, she’ll urge car owners to beat 
the freeze by getting their anti-freeze before the rush begins. She’s 
telling them to look for the Miss Monitor poster that identifies 
early anti-freeze headquarters. Be sure your dealers have theirs. 





Make your dealers MONITOR 
Early Anti-Freeze Headquarters! 


Distribute big, colorful Miss Monitor 






MISS poster. It ties your dealers in with Miss 
MONITOR Monitor and repeats her urge to buy anti- 
says: freeze early. Guaranteed to stop the eye 
freezing weather and start anti-freeze sales. It identifies 
on the way... them as Fall cooling system service head- 


quarters. 
Buy your - OLIN MATHIESON 


‘Automotive Products Department 
anti- freeze early! 7 
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Monitor helps 
Early for you! 


Back by industry demand! 
Famous Have-a-Heart Poster! 





Here is the poster that was so effective last season 
. .. now with eye-catching color. 


Famous artist Stevan Dohanos’ hard working dealer 
pleads with customers to get their anti-freeze early. 
Successful? Ask anyone who used it last year! 


"Have a heart - 


CHEMICAL CORPORATION ‘get anti-freeze early! 


Baltimore 3, Maryland a ar dae 


September, 1957 + NATIONAL PETROLEUM NEWS 





Announcing the merger of 


AMERICAN CAN COMPANY 
and DIXIE CUP COMPANY 


—a move that promises better 
service to all ! 


Recently, American Can Company and Dixie 
Cup Company were formally joined to better 
serve both industry and the American public. 


By combining research and manufacturing facili- 
ties, Canco and Dixie Cup will be able to devise 
even better, more convenient products. By unit- 
ing management and marketing staffs, these two 
corporations will be able to offer more efficient, 
more complete sales and technical service. 


In the months and years to come, you can fully 
expect that your industry, and those it serves, will 
benefit from this merger! 


ee Te 
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THREE SELOIL CABINETS... 
A Model For Every Need 


Shop here for 


Toe QuaLity: SERVICE 


Tires- Batteries -Accessories 


2 ae 
engine e 
Change |t requiar 
— sm 2 ms 


i long engine life j 
HH 

! 
ICHECK OIL NOW! 
it | 
' i 

Change it requiariy 

cas as ae ae 
i 

EE BE 
ee EE 
| 9 
EEEE 
i 
ietmaebe 
| - S O . 


' 
f 
b 


ee a el 
be > Be | CHANGE YOUR ieee 


3923 33333 
rE FE, #24995 
rae 7aazz 
samy 43933 


LOWBOY MODEL 56 DELUXE) MODEL 72 


SLLOUL helps the man on the driveway! 
SLLOUL puts more motor oil at eye-level display! 


The new TBA 60 SELOIL Cabinet has two shelves on 


Because it makes the selling job easy, SELOIL helps the 
man on the driveway sell more Motor Oil. It saves time and 
steps. It puts everything needed to complete the sale at 
his fingertips . . . Motor Oil, can-cutter, and easy disposal 


of empty cans. 


SELOIL places a colorful, mass display of Motor Oil at 


each side for display of TBA specialty items plus a built-in 
windshield tissue cabinet which holds one standard-size 
pack of towels. Overnight locking covers are easily converted 
to be used as A-Type sidewalk signs. 


PRICES (FOB Greensboro, N. C.) 
@ Lowboy Model 56 $ 84.60 


easy-to-see eye level . . . near the customer and near the 
driveway salesman. Promotes better housekeeping because 
empty oil cans are drained and disposed of within the @ TBA Model 60 $138.00 
cabinet. You’ll keep a cleaner station, give better service, e 

. 7 < Increase Motor Oil Sales 


and get more sales when you organize Motor Oil selling a 3 
with a SELOIL Cabinet. ‘. Speed Up Driveway Service 
Ee Promote Station Cleanliness 


SELOM. 


MODERN METAL PRODUCTS COMPANY 


P.O. Box' 1798 ¢« Greensboro, N. C. 


@ Deluxe Model 72 $ 92.60 


All three models are equipped with overnight Locking 
Covers to eliminate lugging displays in and out of the sta- “ 
tion at night. 





s or Inquiries To 
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How to corral | 


ES 








more 
customers... 


(and keep ‘em, too) 









































Contact the Conoco Manager in the Continental Oil Company office nearest 


R. W. Abrahamson, 610 Roaneke Bidg. 
Seventh & Marquette Sts., 
Minneapolis 2, Minn. 

Dale Chapman, 757 West Second South 
P.O. Box 2250, Salt Lake City 10, Utah 


J. B. Dickey, 2065 Union Avenue 
Memphis, Tenn. 


W. S. Dulaney, 203 Carondelet Building 
New Orleans, Louisiana 


K. T. Johnson, 1300 Main Street 
P.O. Box 2197, Houston, Texas 


Willis Johnson, 1321 Kaw Avenue 
P.O. Box 1398 
Butte, Montana 


H. U. McBirney, 5415 No. Pennsylvania 
Ave., Oklahoma City 12, Oklahoma 


J. L. McCulley, 117 Trumbull Ave.,S.E. 
P.O. Box 1342, Albuquerque, N. M. 


W. E. McCullough, 1710 Fair Building 
Ft. Worth, Texas 


M. T. Swanson, 1755 Glenarm Place 
Denver, Colorado 
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We'll show you tested ways of corraling customers... 
give you tips on building volume, training personnel, improving bookkeeping. 
In fact, we’ll make available to you a “library” of brochures covering most 
of the key questions in service station management. You can think of the 
Continental Oil Company as your information center—another good reason for 
doing business under the Red Triangle, ‘Hottest brand going.”’ 


Does your present supplier answer these important questions for you? 


What can I offer my employees 6 What kind of advertising should 
as extra incentives? I do myself? 


What kind of records should I keep? J] What qualifications should 
What should my records tell me? my No. 2 man have? 


What kind of promotions poy off 8 Howcan I get the most from my men? 
and what do I do about it? 


How can I teach my driveway 
> salesmen to really sell? 10 What does the future hold for me? 


Why should I keep my station so clean? 


Conoco covers each of these subjects in a separate brochure. Which of these 
concerns a particular problem of your own? Let us know. The brochures are 
yours for the asking. 

Order your copies now by writing to the Conoco Division Manager in the 
office nearest you. Or use the attached coupon, specifying each of the subjects 
that interests you. 


























wer wed 
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Continental Oil Company 
Dept. AD, Box 2197, Houston, Texas 





I am interested in the helpful information contained 
in your brochures. (Please specify subject by num- 
bers shown). 








you or mail this coupon ———> 


Warner Tyler, 1301 W. Belden Avenue 
Chicago, Illinois 





K. R. White, 836 Stuart Building 
P.O. Box 393 
Lincoln 1, Nebraska 


J. G. Willis, 301 East 51st Street 
Kansas City 12, Missouri 











CC ane se se > 
Dee cue cme cee cee cee cee ee ee ee es ee we 


© 1957, Continental Oil Co. 
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~ No Pump Service in Over 


“No pump service in over eight years!” 
— that’s what George Riley, President 
of Community Service Stations, Inc., 
Newton Highlands, Mass., says about 
Marlow Pumps. When the first Marlow 
self-priming pump was installed by Hall 
Equipment Co., Quincy, Mass., in 1948 
to replace a rotary pump, the delivery 
rate was increased from 80 GPM to 225 
GPM. Because of the high efficiency and 
long service life of the first unit, a sec- 
‘and was installed in 1953 to boost the 
delivery rate to 510 GPM. Both pumps 
now operate continuously without down 


time or service! 
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“Community” sells fuel oil at wholesale 
and retail through its own dealers as 
well as to independents. During the win- 
ter, the bulk plant handles over a million 
gallons per month. Five underground 
tanks are used for storage and piping 
is arranged so that either or both of the 
pumps, operating on suction lifts up to 


13 feet, can pump from any of the tanks, 


If you have a problem of petroleum prod- 
ucts handling for bulk plants, delivery 
trucks, or transports, see your Marlow 
dealer for the answer. For complete de- 
tails write for Bulletin PM-06. 


Eight Years _ 


Marlows Speed Up Loading Time. . . Last Longer Without Service! 


DIVISION OF 


BELL & GOSSETT CO. 


Midland Park, N. J. 
Morton Grove, IHlinois Longview, Texas 
tn Canada: PUMPS & SOFTENERS LTD., LONDON, ONTARIO 
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New BOSTON oil suction & discharge hose 


B-22Z& PRO 


RESISTS nd 


4 


’ 


th eat 


These are the record-breaking figures racked 
228% GREATER RESISTANCE up by new B-228 Process covers on BOSTON 
TO SUN DAMAGE eh rae Hose. grees a a 
re) research, thus attacks the cause o 

Mee RAIN | | 90%.0f 0. S. & D. Hose failures 
Without question, Boston O. S. & D. Hose can 
207% GREATER RESISTANCE sharply cut your hose replacement costs. For 
TO TEARING full details, ask your nearby BOSTON dis- 

tributor or write direct. 


BOSTON WOVEN HOSE & RUBBER COMPANY 


t3 '@ —e | @) N DIV. OF AMERICAN BILTRITE RUBBER CO., INC. 


BOSTON 3, MASS. 


h;Lw> TF Fre ea 


INDUSTRIAL HOSE BELTING V-BELTS PACKING MATTING TAPE 
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Manvfacturers of Steel Buildings + Oil Equipment - Farm Equipment + Dry Cleaners Equipment + Outdoor Advertising Equipment + Special Products 
Sales offices in Los Angeles, Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Minneapolis, Minn. * Chicago, Ill. ¢ Detroit, Mich. * New York City and Syracuse, N. Y. 
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DL madly 


Fire! But this Butler building didn’t burn. All-steel, it safe-guarded its 
contents while fire ravaged the surrounding area. 





You get maximum usable space inside with Butler's straight side-walls, 
post-free interiors and clear-span ceilings. 


YOU named this metal building 


First in the 


You may have been one of the readers of this publication 
who were recently asked which metal building they con- 
sidered first when steel buildings were mentioned. As the 
figures below show, readers like yourself named Butler 
metal buildings more often than all of the other com- 
petitive makes combined ! 


Which Steel Building Considered First 
Percent of Mentions 
54% 
16% 
11% 
9% 
10% 


Butler 

Make "X” . . 

Meee fT" 6 es é 
Make "Z” . . i 
8 a aa ee a 


Oil Industry 


Why Butler buildings above all others? Because Butler 
buildings are pre-engineered and factory-fabricated to go 
up faster, look better and last longer. For example, each 
part is attached to the framework with weather-sealed 
bolts. This means the building stays strong and weather- 
tight—expansion and contraction can’t work parts loose. 
Enlarging or re-locating the building is easier, too, since 
parts can be unbolted and re-assembled with almost 
100% salvage of materials. Butler’s bolted construction 
is just one of seven features that make Butler buildings 
a better buy. Get all the details from your local expert 
on Butler buildings—your Butler Builder. Or write for 
Oil Industry bulletin. 

See “Buildings” in the yellow pages of your phone 
book for the name of the Butler Builder nearest you. 


BUTLER MANUFACTURING COMPANY 


Nz, pRovwe” 


7454 East 13th Street, Kansas City 26, Missouri 


Washington, D.C. * Burlington, Ontario, Canada 
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GET EVERY S| cee tS 
sown TT ~GRACOS 
GET EVERY cH! 10 

CENT OF PROFIT! = : 


PUMPS EVERY DRUM 
“WHISTLE CLEAN”! 


HAVE YOU HEARD about this new way to 
make extra profit on every drum of grease 
you empty? 

It’s easy! Just use a Graco ‘TOPPER’ 
pump and get out every pound of grease 
you've paid for. 


THIS AIR-OPERATED ‘TOPPER’ pumps off 
the top of the grease. Drum sides are wiped 
“whistle clean” as the “TopPer’ inductor 
seal works its way to the bottom of the 
drum. Not one ounce of grease escapes! 

Think about the grief you'll eliminate for- 
ever ...no more aeration, no channeling, 
no contamination. No more wasteful and 
messy hand transferring. And Graco’s 
‘TOPPER’ is specially designed to handle the 
new, heavy greases quickly and easily, even 
at subzero temperatures. 


‘TOPPER’ MODELS ARE AVAILABLE for 400 
Ib. and 120 Ib. drums and original 25-50 Ib. 
pails. All models are powered by Graco’s 
new air-operated Fire-BALL pump, which 
has set a new standard for modern lube 
equipment. 

Write for ‘TOPPER’ literature today! 


TRY THE FINGER TEST! 
A flick of the finger 
proves that the ‘Topper’ 
wipes drum sides clean 
° - get all that you 
pay for! 


rf 
GET THE F vos 
ET THE FULL story / GRAY COMPANY, INC. 
ment provides a com- 932 Graco Square 


pletely modern sealed : . . ~ 
lube system. Send . for M polis 13, M 





oar new ag Power 
lush catalog. Factory Branches: New York {Long Island fity) * Philadelphig * Detroit 
c Houston 





hicago Atlanta San Francisco 


September, 1957 + NATIONAL PETROLEUM NEWS 85 





det 


RELAY 0} 


*The “Tri-Sure” Trademark is a mark of relia- 
bility backed by over 35 years serving industry. 


. ‘ 
COMPA 


Quality is the byword at the D-X Sunray Oil Company where 
the finest crude oils are processed into outstanding lube oils. 
And this same adherence to quality is applied to packaging, 

for D-X Motor Oils are always protected by Tri-Sure* Closures 
—whether they are shipped in 55-gallon or 30-gallon drums, 

or 5-gallon cans. 


The result is that D-X drums and cans create good will and 
maintain maximum product protection. Leakproof, tamperproof 
Tri-Sure Closures keep impurities outside every drum and the 
product inside. And Tri-Sure K-T Can Closures increase 
customer satisfaction by providing a strong, rigid spout which 
serves as a rest while pouring, and the large filling opening 
makes re-use easy. 

More and more manufacturers, like D-X, are specifying Tri-Sure 
Closures, to give more protection and more sell to their complete 
line of 5 to 55-gallon shipping containers. 

It will pay you, too, to give Tri-Sure protection to every drum 
and light container. Ask your supplier now, or write to us, for 
information on the extensive line of Tri-Sure Closures for 
drums, cans and pails. 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
CHICAGO, ILL. - LINDEN, N. J. + NILES, OHIO 


Tri-Sure Products Limited, St. Catharines, Ontario, Canado 
Tri-Sure S/A Indéstria e Comércio, Sao Paulo, Brazil 
American Flange & Manufacturing Co. Inc., Villawood, N. $.W., Australia 

Compania Mexicana Tri-Sure $/A, Avenida No. 1 y Calle Piramide, S. Bartolo Navealpan, E. de Mexico, Mexico 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 

Van Leer industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W. 1, London, England 
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Ahead of t 


IN WASHINGTON 





Oversupply Study Coming—Next year’s project for 
the House small business (Roosevelt) subcommittee 
will be a probe of gasoline surpluses and their role 
in price wars. The group says price wars can’t be 
blamed solely on suppliers, jobbers or dealers, but 
suspects that oversupply is a major factor. The role 
tain ag foreign oil imports will probably be studied 


Federal Aid for Private Branders?—-The Roosevelt 
committee thinks the government should help out pri- 
vate brand gasoline marketers with loans and enforce- 
ment of antitrust laws. The group views the mush- 
rooming growth of independents as “a very healthy 
development in maintaining competition and freedom 
of opportunity.” It quotes a Shell Oil study showing 
that private and unbranded operators have captured 
the following shares of total market in these cities: 
Savannah, Ga. 37.3% San Bernardino, Calif. 30.6% 
Racine, Wis. 44.3% Tucson, Ariz. 25.0% 
E. Peoria, Ill. 60.1% Galesburg, Hl. 27.0% 
Stockton, Calif. 37.3% Detroit, Mich. 18.0% 
Knoxville, Tenn. 27.1% 


Antitrust Action Closer—Government lawyers expect 
the big antitrust case against seven West Coast majors 
to come to trial within a year. Justice department has 
virtually completed pre-trial preparation for the suit, 
which was filed in 1950. 


Gas Bill: Dying?—The natural gas bill, aimed at 
freeing producers from utility-type regulation, looks 
like a slimmer and slimmer bet. Speaker of the House 
Sam Rayburn decided against a vote this year after 
polls indicated passage was a tossup. He thinks chances 
will be better in 1958-—but that’s an election year, 
when pocketbook issues tend to be touchy to Con- 


New Look at the Octane Race—The climb in motor 
fuel quality may go even further than major-company 
projections of last spring (NPN—Apr., p96). A Humble 
Oil technician predicts a top premium motor fuel of 
by 1960. Frevious high estimate 
was 105 octane by 1960. The Humble study also 
Sans cn tncdened 4-4 Sider ool. in cosentinaring 
costs of premium grade for a 50,000 b/d refinery. 


September, 1957 * NATIONAL PETROLEUM NEWS 


News 


Pick Your Own Nozzle—Underwriters’ Laboratories 
may be asked to lift present requirement that gasoline 
pumps be shipped from factory complete with nozzle. 
Suggestion has been made to API Operations and 
Engineering Committee that an oil marketer who 
prefers a different nozzle than that supplied by the 
pump manufacturer should have a free choice. Change 
would eliminate present practice of removing original 
equipment nozzles and sending them back to the 
factory for credit. 


IN DETROIT 





Small Cars: Booming—If foreign car sales continue 
their present spurt, both the oil and auto industries 
will definitely be affected. This season, some Gealers 
in three General Motors lines (Buick, Pontiac, Olds) 
will also sell American Motors’ Rambler and Metro- 
politan series. An estimated 100 dealers are already 
signed up, apparently with GM’s OK. If sales are high 
enough, this might force the Big Three into smaller-car 
production. For oil men this could mean lift 
problems, bigger TBA inventories, reduced oppor- 
tunities for premium sales to foreign-car-owning fam- 
ilies. For the auto companies, it means a wary look 
at the small car scene: for the first quarter of 1957, 
Volvo ran 142% ahead of 56 sales; Renault, 140%; 
British Ford, 76%; MG, 67%; Volkswagen, 60% ; 
Metropolitan, 42%. (For a special preview of coming 
changes in stock models, see page 126.) 


Auto Governors Coming—Some 1958 models will offer 
optional governors, which some Detroit men say may 
be available for installation at service stations. Drivers 
would be able to set the device and over-ride it by 
completely depressing the throttle. Buick offered a 
speed warning system this year and reports wide ac- 
ceptance from car buyers. 


Spotlight on Seat Belts—Automobile seat belts are due 
to get a boost from the car makers this year; even- 
tually there could be a legislative push behind them. 
Congressional hearings last month indicated that more 
research and testing is necessary before lawmakers 
will think seriously of making the belts mandatory 

equipment. But they also brought testimony from Cor- 
nell University researchers that the belts cut risk of 
injury and death by 60% (based on a study of 81 
accidents that didn’t involve belts and 81 identical 
accidents that did). Car makers say they'll continue 
to push belts although sales have been disappointing. 


More Ahead of the News 
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Ahead of the News 





AROUND THE COUNTRY 





Branded Squeeze in Southwest?—A Texas major says 
there’s growing belief in the Southwest that the 
private branders there won’t be allowed to keep their 
historical 2¢ spread. The reason: most private branders 
now have beautiful outlets, top quality products, top 
service—everything the majors have except lube and 
wash services. The idea of branded jobbers counter- 
attacking with a “fighting grade” won't work, says 
this major: it would cost jobbers too much and 
wouldn’t be competitive in quality. 


Stiffer Station Screening—Sheil Oil plans to put more 
science into its dealer recruiting. A project under way 
in Chicago is aimed at finding an application form 
that will provide deeper insight into a prospect’s talents 
and temperament. Also in the works: a questicnnaire 
for the dealers to use in finding station help (for Esso 
Standard’s approach to the dealer screening problem, 
see page 102). 


Gas Moves on Florida—Houston Texas Gas and Oil 
Corp. hopes to begin construction of its Texas-to- 
Florida natural gas pipe line this year. It’s holding 
up construction now until a federal appeals courts 
rules on a request by fuel oil interests to overrule 
the Federal Power Commission order authorizing the 
line. Pipe line officials feel sure their license will be 
upheld. 


New Engine Tester for Stations?—-Several major 
companies are trying out an electronic device for 
diagnosing automotive electrical system troubles. The 
device—called an oscilloscope—utilizes a cathode ray 
tube, much like commercial TV sets. After a few 
hours training, a mechanic can reportedly use the 
scope to spot electrical system bugs in a few minutes. 
Five companies now market the scope, which costs 
between $500 and $725. Up to now, sales have been 
limited mainly to individual dealers. 


Keotane Survey Promises New Controversy-—A depth 
study of the sudden increase in sales of Skelly premium 
gasoline with Keotane additive (NPN-Sep. 56, pi22) 
may split gasoline advertisers in two camps. Skelly 
Keotane ads were hard-sell product pushes, with full 
dose of copy. Studies by Chicago Tribune and others 
have tended to play down value of this kind of 
advertising. But Keotane study shows ads were the 
primary reason most made the switch from 
other brands to Skelly. Skelly happily reports a year- 
end boost in premium sales of 30%. 





Third Grade in A major that stuck 
two grades thinks it'll “inevitably go third grade i 
present octane forecasts come to pass.” The com 
still feels it made the right decision for the 
thinks it has at least two years of grace. 


fits 
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Self-Serve Expansion—The California i 
that pioneered self-service stations plans to extend 
its operations across into the Midwest. Urich 
Serve Yourself Stations, Inc., will set up new outlets 
at 100-150-mile intervals on several major traffic 
arteries. Some of the new stations will have adjoining 
motels, says a company official. 


Jobber Route Out—Continental Oil will go direct 
in Ft. Worth, now that it’s lost big jobber Barney 
Holland to The Texas Co, (NPN—Aug., p87). Con- 
oco’s bought a pipe line from Wichita Falls to the 
area between Ft. Worth and Dallas; it plans to put 
in a new reformer at Wichita Falls and build a new 


terminal and warehouse at the other end of the line. 
e 


Texas Groups May Link Up—Jobbers and commission 
agents in Texas will join hands, if 
Texas Oil Jobbers Assn. and Petroleum Marketers 
Assn. of Texas can find a workable way to do it. 
Neither wants a joint association, but sentiment is 
growing for both groups to share overhead 


| 


company is negotiating an order for several million 
aluminum oil cans. The deal hangs on the possibilty 
of recovering used cans to hold down costs. Aluminum 


can help cut transportation costs. Steel prices are 
rising and a new process for making aluminum cans— 
impact extrusion—is 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 
Distillate fuel oil (thous. bbl.) ......................45.. 
I I ea awa seen en 
Residual fuel oil (thous. bbl.) 
Crude oil—B. of M. (thous. bbl.) ....................... 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) . 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated ...................0..5. 


Refinery Output 
Gasoline (thous. bbl. daily) 
SO 
Distillate fuel oil (thous. bbl. daily) ..................... 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) .............. 
Crude oil imports (thous. bbl. daily) ..................... 


*Through Aug 9. 
Source of Data: API Weekly Reports, except 1956, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Exports of crude and refined products (thous. bbl.) ......... 
ee ee Oe nf be ae ee ass 


See is oe 8 8 4S EATS CoS ee Re we ee te 





Aug. 1957* 
172,973 
141,999 

32,554 
$0,138 
284,372 


7,992 
1,237 
88.8 


3,958 

295 
1,717 
1,079 


6,807 
1,102 


Latest Month 


16,581 (May) 
22.27 (Aug.) 
4,730 (Apr.) 
485 (June) 
77 (June) 
6,247 (June) 
1,613 (May) 
47 (Apr.) 

1,362 (uly) 


NPN PRICE AVERAGES* 








Refinery /Terminal 
(¢ per gal.) 
Aug. July Aug. 
1957** 1957 1956 
Gasoline 
(regular) 12.50 12.50 12.04 
Kerosene 11.24 11.39 10.89 
Distillate 9.79 993 9.28 
Residual 5.99 6.12 5.26 
4 principal 
products 10.08 10.15 9.53 
Lube oil 24.17 24.17 22.85 
Crude at well 


($ per bbl.) 3.18 


July 1957 
176,171 
136,858 

31,214 
48,884 
285,573 


7,847 
1,180 
87.2 


3,805 

260 
1,752 
1,096 


6,910 
1,172 


Previous Month 


24,265 
22.19 
4,552 

$23 


5,787 
1,178 


3.18 


*Weighted average price, principal 
markets. **Through Aug. 9. 






2.84 





Aug. 1956 
172,939 
137,905 

31,826 
46,617 
279,944 


7,995 
1,023 
93.4 


3,922 

313 
1,839 
1,091 


Year Ago 
10,792 
21.95 
4,548 
434 

14 

6,627 
1,761 


















Gasoline Demand: On the Rise 


Gasoline sales by refiners are well ahead of a year 
ago. Other factors also indicate an upswing in de- 
mand for this product in the third and fourth quar- 
ters, after only proportionally small gains from 
1956 in the first six months. 

Brisker distillate fuel demand for domestic use 
depends on the extent of cold weather in the late 
fall and early winter. The small change in demand 
the first six months reflected the past mild winter 
and a lag on the part of distributors in buying to 
fill up storage. 

Export sales of distillate and residual fuel may 
lag in the last quarter, lacking the stimulus of the 
emergency shipments to western Europe last year 
when the Suez Canal was closed. 

Refiners’ stocks of the volume products—gaso- 
line, kerosine, distillate and residual fuel oils— 
were close to 400-million bbl. in early August in 
spite of a lower rate of crude runs to stills than in 
1956. U.S. gasoline inventories, however, dropped 
from 203,800,000 bbl. at the end of February to 
176,170,000 bbl. at the end of July, and were 
slightly below the level of a year ago on the same 
date. 


Distillate fuel oil stocks, even with the heavy 
export shipments in the first half, have remained 
well above the 1956 corresponding levels. On July 
31, they were 20-million bbl. (nearly 18% larger 
than the year before). 

Better July and early August gasoline shipments 
from refineries indicate an improvement in demand 
foc this product in the coming months, oil com- 
panies say. Some typical comments: 

“While the first half year was below expecta- 
tions, the second half is starting out better than 
forecast”—from an eastern interior company. 

“Touring through June was below the anticipated 
level and all motor gasoline sales were lower than 
anticipated, but July demand was 9% better”—a 
West Coast company. 

“Our gasoline gallonage since late June has been 
slightly above our forecasts, following a sub-par 
three months due to adverse weather”—a com- 
pany selling through the Midwest. 

“Current indications are that July nearly ap- 
proached a seasonal norm in gasoline demand, with 
August starting strong”—a Southwest company. 

“July gasoline shipments were slightly better 
than forecast”—a Midwest company. 

“Touring in the East to date indicates a stronger 
gasoline demand in the fall”—an East Coast com- 
pany. 

Over-all demand for the U.S, in July is 
estimated by NPN at 4,279,000 b/d average, a 
6.4% gain from 4,010,000 bbl. actual demand in 
July, 1956. The forecast over-all demand for the 











FMAKM*AI J AS ON D 


full third quarter is 5.8% larger than the same 
period in 1956 and for the fourth quarter 5%. 

For the first 6 months of 1957, domestic and 
export gasoline demand at U.S. refineries was 
704,592,000 bbl., 1.9% above the same period in 
1956. Earlier forecast demand had been for a gain 
of 5.2%. 

Early forecasts of domestic distillate fuel oil 
demand, 5% over 1956 for the third quarter and 
larger for the last three months, were based on a 
coming heating season of normal tem 
The past season had about 10% fewer degree days 
through December. 

Actual over-all distillate fuel oil demand for the 
first five months of 1957 was 328,820,000 bbl., 
about 5% larger than for 1956. Domestic demand 
ve ee bbl. less — . 1956 by 1.6%, 

ing t ild late . Export shipments 
of distillate fuel for five months were 30,391,000 
ee ee ee 
in : 


reflects strength in domestic 

Shipments of domestic oil burners for central 
heating units for the first 5 months were 9% less 
than in 1956 and installations of new burners and 





EV ER- Tl TE ot Races 


Here is why EVER-TITE assures For Tight 


EVER-TITE speed eee sali et y eee economy =o) imide 
STANDARD ae ; 
ADAPTER AND 





Superior quality forged body 





Uniform wall thickness 
—neo weak spots 


Extra heavy reinforcing rim 
larger diameter cqm ears 











Uniform heavy 
wall thickness EVER-TITE 
—ne weak spots Superior quality forged body voy" COUPLER 
Recess retains gasket —precision machined with Sight Gauge 
in coupler and assures —accurate tolerances = x 
proper placement % 











You save time in deliveries—and reduce wear and 
maintenance costs—when you use Ever-Tite Cou- 
plings. Ever-Tite gives you the finest in quality and 
engineering. And Ever-Tite gives you tight connec- 
tions every time—because every Ever-Tite has 
positive gasket compression that is dependable under 
all conditions. Get Ever-Tites—and get the best in 
quick couplings. There is an Ever-Tite for every 
need. Ask your distributor. 


Brass 2 Stainless Steel 97 Adapter 
Aluminum ° Malleable Iron No. 97 


97 
Other materials available on request oni Gar 1 comma 


EVER-TITE 
ADAPTER am 
AND COUPLER 47 eo — oon 2 
FOR 4 a ust Plug Dust Cap 
TANK CAR owe . N EVER-TITE 
UNLOADING . se GH _ bust Protectors 
EVER.TITE OF a ee 
90° FULL-FLO Chain for attaching Dust Caps 


ADAPTER AND COUPLER or Dust Plugs 
Drop Tubes or Pipe Threads to adapters or couplers 








M 


+ ed = 
COUPLING ELBOW AND 


CHECK VALVE UNIT EVER-TITE 
EVER-TITE SPOOL ADAPTER GASKETS 











EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19, N. Y. 
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DINO, THE SINCLAIR DINOSAUR, SAYS 


“Watch em go 
for Sinclairs great 


‘New Customer’ 
appeal” 


¥ 


‘9h 


Sinclair’s powerful “new-customer” drive is a force- 
ful, dramatic advertising campaign that hits the 
public this Fall. It packs a real wallop for the motor- 
ist and it'll put a profitable punch into Sinclair 
Dealers’ sales. 

Sinclair’s new campaign will be selling for Sinclair 
Dealers in hundreds of newspapers, on thousands of 
billboards, and over 10,000 commercials per week on 
880 radio stations in 36 states. It’s in keeping with 


trig Lenina 


cing ’ Mi a . 


SINCLAIR 


Sinclair’s long-term policy of introducing superior 
products. 

Now’s the time to join the big swing to Sinclair. Get 
ready for the profits of Sinclair’s great Fall Cam- 
paign, now! Phone your Sinclair Representative. Or 
write or wire Sinclair Refining Company, 600 Fifth 
Avenue, New York 20, New York. Ask, too, about 
the Sinclair TBA franchise. It features Goodyear, 
the greatest name in rubber. 


“Leads the industry in dealer assistance” 
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Don't Scrap the JAC 


Some critics have voiced dissatisfaction 
with a very important marketing group 
—the Jobber Advisory Committee, a part 
of the American Petroleum Institute market- 
ing division. The tenor of criticism is that the 
committee has accomplished nothing and the 
implication is that it should be disbanded. 

Five years ago the JAC was established as 
an open forum where representative Jobbers 
and top brass from the majors could discuss 
jobber problems, except those involving mar- 
gins, pricing and marketing areas. 

While there have been a few dramatic 
moments, occasional hot exchanges and some 
oratorical flourishes, much of the work has 
been drab and quiet. It is impossible to 
appraise JAC’s work in hard statistics be- 
cause it deals in both intangibles and 
tangibles. 


Tangible accomplishments consist of 
several studies—material intended to in- 
form a jobber. Perhaps the most extensive 
was a study on estate planning. Other sub- 
jects have been jobber management institutes, 
the farm credit problem, jobber accounting 
methods, an explanation of the depletion al- 
lowance and jobber financing. The object of 
a current project is to shake loose some loans 
for jobbers by giving lenders a fiscal fill-in 
on the jobber. 

Unfortunately, full advantage was not taken 
of several valuable reports because they were 
not printed for distribution after oral presen- 
tations. 


Two intangible values stand out: 


e@ Jobbers have an opportunity to pre- 
sent their viewpoints directly to policy- 
making officials of supplier companies. 
Marketing vice presidents thus hear sugges- 
tions, gripes, comments and criticism in the 
jobbers’ own words. 
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@ The committee has recommended 
that the individual supplying companies 
inspect their own practices on the basis 
of jobber preoccupations. 

All in all there is a better working relation- 
ship between jobbers and suppliers than ex- 
isted five years ago, even though differences 
are sharp and some problems are a long way 
from solution. 

JAC’s greatest weakness is the cynical at- 
titude toward the committee held by some 
jobbers and suppliers, particularly those sup- 
pliers who feel the committee is a device for 
hypnotizing the jobber. 

Another shortcoming is the failure of many 
jobbers and suppliers to participate adequately 
through advance preparation and on-the-floor 
discussion. 

Nothing will ever be done about prices and 
margins by JAC. But the accomplishments 
have been positive, though seemingly small 
and unspectacular. There is nothing to lose 
by supporting JAC. But if it is scrapped, 
there won't be any organized forum for 
jobber-supplier discussions. So don’t scrap 
JAC. 


It's That Time Again 


If you depend on oil business for a living, 
you ought to be concerned about what the 
public thinks of the industry. 

Whether you like Oil Progress Week or 
not, it is the only organized effort to plug the 
industry’s good points during a concentrated 
period (see page 101). 

This year Oil Progress Week will be Oct. 
13-19 and it can sure use your support. 





PROUDLY 
ANNOUNCES 


A GREAT NEW 
SALES TEAM 


MOTOR OILS... 


a 


ms TIRES, BATTERIES 
LETHE” ACCESSORIES... 


Now at AMLICO and 
PANHANDLE stations for 
complete service 


American Petrofina takes pride in announcing its con- 
nection with two brands of great prestige in the service 
station and automotive industry. D-X Motor Oils and the 
entire Goodyear Tire, Battery and Accessory line give 
Amlico and Panhandle stations the first complete, inte- 
grated automotive service in their history. 





Moreover, this association reflects the quality of all prod- 
ucts distributed under American Petrofina supervision. It 
is a measure of American Petrofina improvements planned 
for the future! 


Amlico and Panhandle are the first steps 
in the growth and development of 
America’s newest petroleum corporation. 


AMERICAN 
PETROFINA 


COMPANY OF TEXAS 
A DIVISION OF AMERICAN PETROFINA, INCORPORATED 
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TO MAKE MONEY 


Here are just a few of the sharp money- 
making ideas for management men in 
this issue of NPN: 


Shop 'n Gas idea is inexpensive and has a big 
potential for marketers 


a High cost of station building got you down? The 


if you keep track of major part failures and study 
them carefully page 169 


© You can spot your truck troubles before they start 


Have your servicemen wear cotton “‘bootees”’ over 


> Here’s a way to make friends with housewives. 
their shoes 


used by British Petroleum in Canada, and could 


4) Try plastic for your next station canopy. It’s being 
work for you 


and your dealers will profit if you make them feel 
more at home 


5] Women are uncomfortable at most stations. You 








Service by scooter: Kerr-McGee Oil Industries’ answer to the “supermarket era” in marketing 


Shop 'n Gas Selling: Will It Start 


@ The idea: Parking lot fueling and service by scooter, while 
housewives do their regular grocery shopping 


@ Who's doing it: Kerr-McGee. And smaller independents are 
interested. Even jobbers could use it to build sales 


@ What it takes: The setup’s unusual, but Kermac says a 100-car 
lot can be equipped in about three days for under $10,000 


HERE'S HOW THE SYSTEM WORKS: 
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Guts of the two-man Shop ’n Gas operation: Scooter, underground tank, network of piping 


a Dynamic New Trend? 


“WE BELIEVE Shop ’n Gas is an inevitable extra 
service feature that America on wheels will appre- 
ciate,” says William Fuchs, merchandising manager 
of Kerr-McGee Oil Industries. Fuchs, the man who 
thought it up, describes Shop ’n Gas as “the most 
drastic change in oil marketing since 1905,” when 
the first station was built away from the curb. 
Designed for supermarket parking lots, Shop ’n 
Gas has no stationary above-ground equipment. It 
relies on pipes laid under numbered parking stalls 





By LORRAINE SMITH and JOHN T. BETHELL 
Dallas News Bureau News Editor 
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and connected to an underground storage tank. 
Fueling and service are done by a streamlined 
scooter equipped with a conventional dispenser. 

Kerr-McGee says two men can handle a 100-stall 
lot in a busy period. Average service time per car: 
three and a half minutes. 

Off the Ground—After four years developing 
and testing the Shop ’n Gas idea, Kerr-McGee 
unveiled it in July at the Oklahoma Semi-Centen- 
nial Exposition in Oklahoma City. Now it’s nego- 
tiating with about seven prospective takers (food 
chains, shopping center planners, other oil compan- 
ies) with an eye to getting Shop ’n Gas off the 





7 


ONE STOP for | 
i 


me 


i 


| GAS g GROCERIES | 


in shop? Gas | 


Kermac will use splashy signs and supermarket cart-stuffers to tell customers about Shop ’n Gas 


(Begins on page 96) 


ground and on a firm commercial footing. 

Fuchs has worked on the project since he be- 
came Deep Rock merchandising manager in 1952, 
and he thinks its potentialities are practically un- 
limited. He hopes Shop ’n Gas will spread from 
supermarkets to parking lots at race tracks, sta- 
diums, arenas, and even conventional street corners 
that for some reason aren’t suitable for stations. 
The idea could even be extended to operations like 
drive-in theaters. 

The Shop ’n Gas idea grew out of a conflict of 
interests, Fuchs says: oil companies looking for 
station sites often compete for real estate with 
supermarkets looking for parking lot areas. Fuchs 
sees Shop _’n Gas as a modernized version of the 
old-time grocery store-filling station combination. 


“We're just completing the cycle with our one-stop 
supermarket outlet,” he says. 


Here’s the Way It Works 


In the Shop ’n Gas system, a housewife buying 
her day’s supply of groceries pulls into a numbered 
stall on the supermarket parking lot. An attendant 
on a special motor scooter zips up, takes her order 
for gasoline and oil—along with her car keys—and 
gives her a receipt. 

While she shops inside, the attendant pulls up to 
a special hydrant (there’s one every third stall). He 
removes the flush, tamper-proof cover with a mag- 
netic wrench and removes the night lock. He then 
connects the quick coupler valve and resets the dis- 
penser to zero. The unit is ready to deliver as soon 
as he inserts a fresh ticket in the ticket printer, re- 
moves the nozzle and raises the hose hook. 


What Kermac’s W. J. Fuchs Says 


Fuchs: He’s the man behind it 


CRITICISM: It denies the motorist the 
opportunity of receiving services. 


FUCHS: The average motorist goes 
into a service station far more times 
to get the products Shop ’n Gas offers 
than tc get the elements implied in 
the word “service.” We are not com- 
peting with stations for these com- 
panion services. We are aiming at 
the “one-stop” idea, which seems to 
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be the dominant pattern in progressive 
American merchandising today. 


CRITICISM: Without companion services, 
the dealer can’t make enough profit. 
FUCHS: We estimate his break-even 
point at about 13,000 gal. a month, 
and we think it is possible for a 
100-car lot to do volumes between 
25,000 and 100,000 gal. a month. 





Key to deliveries: Patented quick-coupling valve 


After the delivery he puts the hose hook down 
by hanging up the nozzle, disconnects the coupler 
and returns it to its boot, and replaces the hydrant 
cover. He removes the ticket—showing number 
of gallons, price per gallon, and total price—and 
sends it with the car keys to the supermarket’s 
checkout counter. There it’s placed on a clip-board 
numbered by car stalls. Customer pays for gasoline 
and groceries together. 

The station sells only one grade of oil (Deep 
Rock Air Race HD) and one grade of gasoline 
(Deep Rock Premium). Oil changes are done with 
a fast changer. 


Here’s the Equipment It Takes 

The Shop ’n Gas System consists of four basic 
units: storage tank, pump, piping and hydrants, and 
dispenser cart. Kerr-McGee estimates the average 


Merchandising - 





cost of a complete installation for a 100-car lot at 
$10,000, including the motorized scooter. Here are 
the equipment specifications: 

e Storage tank—Standard steel construction for 
underground storage. Kerr-McGee uses a 9,000-gal. 
size for a 100-car lot, but tank size can be adapted 
to the estimated volume of the station. 

e Pump—A multi-stage submersible unit (five 
stages) with discharge head and explosion-proof 
motor in the pit box immediately above the tank. 
Discharge head includes shaft stuffing box, thrust 
bearing and air release unit. 

Immediately behind the pump is the check valve 
with pressure relief valve. It’s designed to keep the 
lines full at all times, while the relief valve controls 
excessive pressure caused by thermal expansion. 

A flow control valve regulates the pump dis- 
charge to maintain uniform delivery of each hy- 
drant, regardless of its location in the system. A 
shock absorber acts as an expansion chamber and 
reduces hydraulic shock, or “water hammer” which 
can cause serious damage when the flow of liquids 
stops suddenly. 

A diaphragm-type pressure switch starts or stops 
the pump motor as required by the pressure setting. 
The motor is stopped at maximum operating pres- 
sure, started again when pressure drops. Flow is 
never interrupted. 

e Piping and hydrants—These are situated to 
serve every car in the lot. The hydrant is the male 
half of a specially designed quick-coupling valve, 
while the female half of the valve is connected to 
the inlet side of the dispenser. 

The coupling valve (see picture at left) was 
designed for Kerr-McGee by Malcolm S. Clark, 
president of Snap-Tite Valve Co. and a former 
chief engineer at Ford Motor Co. It’s been licensed 
to Kerr-McGee. (Patents are pending on the over- 
all system. ) 

e Dispenser cart—The prototype station uses a 
standard Cushman Truckster (cost: about $2,000) 
adapted to Kerr-McGee’s design. A cab is added to 
protect attendents from the weather; in Summer, 
cab doors can be removed. Kermac says use of the 
motorized scooter is only feasible on very large 

(Continued on page 100) 


To Marketers Criticisms of the Shop 'n Gas Idea 


CRITICISM: When a housewife shops, 
she’s in too much of a hurry to bother 
with anything but the groceries. 

FUCHS: This is helping her solve 
her time problem by saving her a 
trip to the service station. 


CRITICISM: Shoppers may resent being 
solicited for an oil sale. 


FUCHS: We'll do that statically, 


not actively. Solicitation will be 
fast, with no barbershopping. 


CRITICISM: Customers like to see the 
meter go around on the pump. 


FUCHS: I agree. If customers 
want to watch, they can. Delivery 
can even be delayed until the 
customer finishes shopping. And 
she does get a bonded receipt. 
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CRITICISM: This is too untried to be a 
good investment. 


FUCHS: We realize we're pio- 
neering an unknown. It’s like the 
first A-bomb, we don’t know if the 
result is controllable or not. This 
thing is far from perfected. We do 
know it’s an extremely simple, 
workable system, and we’re sure it’s 
an idea the public is waiting for. 





Merchandising 





(Begins on page 96) 
lots. For smaller layouts, hand-propelled carts 
would be more practical and less costly. 

The dispenser mounted on the cart is a standard 
Erie unit, with the exception of the ticket printer. 
The unit is equipped with coupling hose and hand 
wheel, hydraulic control valve, strainer, check 
valve, meter, visigage, hose and nozzle. 


Where Does It Go From Here? 


Kerr-McGee has signed with National Food 
Stores (a subsidiary of National Tea Co.) to install 
the first commercial Shop ’n Gas on a supermarket 
lot in University City, a suburb of St. Louis. Con- 
struction is already under way. 

Kermac’s Fuchs expects the lot to handle about 
3,000 cars a week and estimates its gallonage— 
“conservatively”—at 25,000 a month or better. 
Kerr-McGee will merchandise its new enterprise 
hard. Signs, cart-stuffers in the supermarket, and 
radio and TV spots will all be used to make sure 
shoppers know about Shop ’n Gas. 


The arrangement with National Food Stores is a 
straight lease-of-property contract for the sole pur- 
pose of selling motor fuel and products. An execu- 
tive of the food company says he hopes the new 
service will improve the store’s volume of custom- 
ers, and Kerr-McGee is hoping other food chains 
will see it that way, too. 


Before going into full-scale expansion, however, 
Kermac wants to watch sales at University City. 
That will be a direct operation for the time being, 
but as the program develops, Kermac plans to ex- 
tend it to its jobbers. Length of individual contracts 
will vary from two to ten years, depending on the 
food company’s lease. 

Tried in the Fire—Kerr-McGee won't be peddl- 
ing an untested idea. The company made extensive 
marketing and engineering studies on Shop ’n Gas, 
followed up with engineering tests and a 90-day 
experiment at a supermarket in Garden City, Kan. 

“The public was enthusiastic,” says Fuchs. “We 
even charged a cent extra for the gasoline, to make 
the test more exacting.” 


All equipment was tested and approved by Un- 


derwriters Laboratories. A number of modifications 
suggested by the Garden City operation will be 
incorporated in the University City station. 

The station in Garden City, for example, was 
installed on an existing parking lot, while the 
system for the prototype station at the Oklahoma 
Semi-Centennial was installed before the lot was 
paved. That was a disadvantage, says Kerr-McGee 
sales promotion manager Don Watters, who 
supervised the installation. Watters says it’s easier 
and better to use an existing lot, because heavy 
machinery could throw pipes out of alignment or 
cause leaks in paving a new lot. 

Blue Sky Ahead—All this is only the beginning, 
Kermac officials say, the possible refinements on the 
Shop ’n Gas idea are almost endless. One possibil- 
ity, for very large lots: a two-way radio setup with 
a microphone at each stall. Customers would use 
it to call for an attendant to take an order, or 
relay orders through a central dispatching system. 
Another idea: extending the service by selling take- 
home packs of motor oil inside the supermarket. 

Watch and Wonder—Shop ’n Gas is being ob- 
served with interest by many marketers—and is 
getting a mixed reception. One big Midwest major 
executive thinks it’s possible that Kerr-McGee 
could force competition into Shop ’n Gas type op- 
erations—if the experiment turns out to be success- 
ful—but says he can think of plenty of better places 
to invest his money, both for gallonage and profit 
return. 


Most other major-company men agree with him, 
and produce various arguments (see page 98) to 
back them up. But the sales manager of one big in- 
dependent remarks, “The bigger the company, the 
more cautious it gets.” He thinks Shop ’n Gas will 
catch on and expects his own company to be using 
it eventually. 

An Eastern executive sums up the big-company 
case this way: “Our experience has shown that any 
operation with a relatively small gallonage potential 
is too expensive for us to fool with. I’m afraid this 
is one of those noble experiments.” 

Then, grinning, he adds one more comment: 
“Don’t come back fifty years from now and tell me 
how stupid I was to pass up this opportunity!” & 
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OIL PROGRESS WEEK is making some progress 
of its own this year toward meeting a few of the 
objections voiced by oil men in the past (NPN— 
Sept. ’56, p100). The Oil Information Committee 
hopes to make dealers friendlier to the industry’s 
biggest promotion, and at the same time make the 
public more aware of it. 

OIC believes these changes may do the trick: 

e New slogans. “Oil Serves You” is now a theme 
of the past. Its replacement: “With Today’s Gaso- 
line, You’re Driving a Bargain.” For oil men, the 
slogan is, “Oil Reports to the Nation.” 

¢ More free material. Though OIC still expects 
to sell the bulk of its promotion items, these will 
go free to the 40,000 local OIC members: book- 
lets, banners, posters, a 27'2-minute film, and a 
three-dimensional window display. About half the 
OIC members are jobbers or dealers. 


e New campaigns, OIC is officially encouraging 
—but not financing—a dealer scholarship plan 
and a Boy Scout geology program. 


Oil Progress Week is Oct. 13-19 this year. 


How Close Should You Get? 


“We're trying to hit closer to the problems of 
the industry,” says Philip C. Humphrey, OIC’s 
acting executive director. That’s how he explains 
the change of slogans. “You’re Driving a Bar- 
gain” is intended to drive home the quality and 
value of America’s gasoline—and to allay public 
fears that oil prices are too high. 


Some oil men, however, think it may get too 
close to the industry’s problems. They say it may 
remind people unnecessarily of this year’s price 
hikes, or increase dealer suspicions that Oil Prog- 
ress Week is just another merchandising gimmick. 

Nonetheless, OIC officials feel “Oil Serves You” 
was too nebulous, so it’s being largely abandoned. 

The OIC may be reacting to feelings like those 
of Jordan Miller, former Massachusetts jobber. He 
attacked OIC’s “constant emphasis on selling free 
enterprise” in a recent speech to the Chicago Oil 
Men’s Club. Miller made the point that most people 
know free enterprise in terms of their own work, 
so they get suspicious when somebody tries to sell 
it to them with “fancy abstractions.” 

Despite the change in slogans, OIC officials make 
it plain that they don’t think Jordan Miller had 
much to say in his criticisms of the industry’s public 
relations as unrealistic. 


“Oil Reports to the Nation” is intended to re- 


September, 1957 * NATIONAL PETROLEUM NEWS 


New Face for Oil's Big Week 


OIC has some new ideas for Oil Progress Week: make it more 
concrete, bring it closer to home — and to the dealer 


mind oil men to reach the public. Humphery says. 
It’s not being aimed directly at the public because 
the OIC feels the cost angle of “You're Driving a 
Bargain” is closer to home. 


Oil Tries Community Relations 


With the dealer scholarship plan, oil should get 
credit for more than trying, too. An OIC leaflet 
tells dealers how to get together to raise money to 
send local students to college—particularly for sci- 
ence, engineering and marketing studies that may 
eventually benefit the industry. Supplier and jobber 
participation is encouraged; so is that of other seg- 
ments than marketing. But the emphasis is on the 
fact that the local small businessmen are creating 
the scholarships—not “Big Oil.” 


The plan was tried out first in Omaha in 1954, 
then on a wider scale in Kansas City last year. It 
has already spread to other cities, and OIC is 
now trying to make it nationwide. It’s tied to Oil 
Progress Week by concentrating the publicity in 
that period. OIC says reaction to it has been vir- 
tually the best of any OPW program, both among 
the public and among dealers. 


October is Boy Scout Geology Month. OIC is 
working jointly with the American Geological In- 
stitute and the American Association of Petroleum 
Geologists to help set up programs to interest the 
Scouts in geology as a hobby and as a career. 
Though it’s outside the province of most marketers, 
it could prove as important as the scholarship plan 
for community relations. 


Hoop-La Still Makes a Hit 


While OIC keeps itself aware of the need for 
changes in Oil Progress Week, some of the old- 
fashioned methods may still prove the best in mak- 
ing the week stand out from 44 other special weeks, 
months and days in October. 


Oil Heat Institute of Long Island, for instance, 
does not think the attractions of the old-fashioned 
parade have died out. At least, not if you do it on 
a monster scale. The group plans a double parade 
with more than 200 trucks, floats and bands. The 
two lines will start in adjoining counties and meet 
at the state university at Farmingdale, with a queen 
—NMiss Long Island—arriving by helicopter. 


It will be hard for the public not to notice that 
demonstration of Oil Progress Week. It’s one way 
of answering the charge that during OPW, the in- 
dustry talks only to itself. € 





General 


Heres a New Way to Help Pick 


THE OBJECTIVE: 


To reduce turnover, by separating the good risks from the poor 
risks—before you put them in your stations 


THE METHOD: 


Special dealer aptitude tests, designed by Esso Standard for use 
in combination with interviews and field training 


AFTER ALMOST TWO YEARS of development, 
Esso Standard Oil Co.’s test-questionnaire for sta- 
tion personnel is in action in the field. 

The questionnaire is long (it takes about an hour 
and a half to complete) and detailed (155 ques- 
tions). It probes deeply into the prospective station 
man’s temperament, mechanical skills and business 
judgment. It’s the most exhaustive test ever de- 
veloped by an oil company for men on the 
dealer level. 

Esso emphasizes that the test is a guide—not a 
rigid standard—for district men selecting dealer 
material. Its long-range aim is to cut turnover. “Our 
experience with other types of aptitude testing has 
been fairly good,” says Robert O. Goodykoontz, 
assistant general manager of marketing. “It'll take 
years to determine the full benefits of this test, but 
it should be an additional tool in attacking the turn- 
over problem.” 


How the Questionnaire Was Developed 


The spark for Esso’s research came from a 
similar test for commission agents devised three 
years ago by Humble Oil Co. Riding herd on the 
Esso project was Dr. MacEldin Trawick, industrial 
psychologist and member of the company’s employe 
relations research division. He got material from 
Humble and help from men in Standard Oil Co. 
(New Jersey), parent company of both Esso and 
Humble. 

In setting up a questionnaire of this kind, Tra- 
wick says, you take four basic steps: 

e Devising the broad instrument to start ex- 
perimentation with. This began with creation of a 
“job description” of the dealer—what sort of a man 
he should be, what he needs to know, what he has 
to be able to do. Much of this was gathered in 
conversations with field personnel, then put into 
multiple-choice question form (the volume of ma- 
terial came to two or three times that of the Humble 


test, took 2% to 3 hours of testing time). The 
next step was... 

e Setting up the sample group. Test results don’t 
mean much unless there’s a standard of comparison. 
Esso’s yardstick was the performance of present 
Esso dealers. By relating test scores to scores made 
by known dealers, Esso figured, it would be possible 
to predict applicants’ potential with a fair degree of 
accuracy. 

Five of Esso’s ten divisions were selected to par- 
ticipate in the sample testing. Fifteen cities were 
chosen as representative areas, and a total of 519 
dealers were selected by district men for invitations 
to the testing. Chosen on the basis of gallonage, sta- 
tion size, site potential, years in business and TBA 
volume—among other criteria—they made up a 
“representative sample” of Esso dealers. Then came 
the third step... 

e Administering the test to the sample group. 
Dealers were invited to a 2 p.m. meeting in mid- 
week through a letter signed by the district man- 
ager. They were also contacted by salesmen. 

The afternoon included cocktails and dinner in 
addition to the test. Of the 519 men invited, about 
420 responded and 375 supplied full data. The 
test was pitched to dealers this way: 

“You are gathered here as a cross-section of 
Esso dealers. We couldn’t invite everyone, so we 
used sample selection to get your names. 

“This test will help you as much as it helps us. 
We want to be able to pick better dealers for the 
future .. . You want to pick better Number Two 
men, and the test eventually may help there. 

“We want to see which answers are picked by 
the majority of you. This will in no way affect your 
relationship with Esso Standard Oil Co. In fact, no 
one from management will ever see your individual 
tests or test scores.” 

After the testing came the final step. . . 


e Scoring and evaluating the tests. Results were 
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Better Dealers 


sent to the New Orleans branch of Richardson, 
Bellows, Henry and Co., psychological consultants 
who have worked for Esso for several years. The 
firm tabulated test scores and worked with Trawick 
in setting up several types of scoring keys based on 
answer patterns. Final computations were made in 
New York headquarters, using Jersey Standard 
IBM machines. 

The key finally selected uses a weighted answer 
scoring system: one or more answers to a question 
may be “plus,” one or more “minus.” Individuals 
with good dealer potential are likely to choose one 
set of answers; those with poor potential will choose 
another. An applicant’s variation between the two 
extremes is interpreted by means of the weighted 
score, to give his approximate potential in relation 
to the present sample group. 

The scoring system works something like this: 
out of five choices for question one, there may be 
two plus answers, two minus, and one neutral (un- 
weighted). Question two may have three minus, no 
plus, two neutral. Question three may have two 
plus, no minus, three neutral. 

Scores are divided into six “hiring levels,” repre- 
senting candidates’ chances for success as dealers. 
About 8% will fall into level 1. They will probably 
make excellent dealers, if no negative information 
(poor credit rating, for instance) turns up else- 
where. 

About 17% will be in level 2—not quite as 
good potential as level 1—and 25% in level three. 
Another 25% will fall in level 3B. This group has a 
slightly less than average chance of succeeding, 
unless exceptional factors turn up. 

About 17% will fall in level 4—poor potential. 
And 8%, who probably should never be considered 
for dealerships at all, will end up in level 5. 


How and Where to Use the Test 


Here’s how the test fits into an Esso district’s 
pattern of applicant examinations. First a salesman 
interviews a candidate in the field. He has him 
fill out a standard application form and possibly a 
financial statement (not yet standardized). If these 
are all in order the applicant is invited to the district 
office for testing. The test then goes to division 
headquarters for scoring. 

Scoring itself takes only about 10 minutes, and 
requires no specialized training. But Esso considers 
the test extremely confidential, and thinks it’s 
better to release only 10 keys (one for each divi- 
sion) instead of the 50 it would have to send out to 
each district. (Continued on page 104) 
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Here Are Sample Questions 
From the New Esso Test: 


From Part A (block counting, vocabulary, arithmetic): 


many blocks? 
10 8 15 12 


Aig meee 
$60 $50 $40 $30 


From Part B (pertinal laxtors): 


Which one answer best describes how you let off 
steam when you were a youngster and got 


angry? 


By kicking or throwing something 

By not showing your feelings at all 
By taking it out on the nearest person 
By talking over the cause with friends 
By use of loud exclamations ~ 

Some other way 


What period in your life do you remember as 








More Sample Questions 
From Esso's New Test: _ 


Assuming that you are a service station dealer, 
how would you react when a new product comes 
out and is offered to you to stock by the oil com- 
pany salesman? : 


You are eager to get it on your shelf () 
You offer a little resistance, generally, to stocking it ( ) 
You want to see how it moves in other outlets before 
you order it ‘> 
You are more interested in the amount of profit per 
unit than in the volume possibilities 
You put up quite a bit of sales resistance and must 
be persuaded to stock it () 


From Part C (business decision-making): 


Which of the following is most likely to increase 
a service station dealer’s business? 


Taking intensive training courses in how to deal with 
people 

Learning more about the products and their use 

Joining customers in recreational activities such as 
hunting, fishing or golf 

Giving customers cigarette lighters, pencils, etc., for 
their personal use 

Providing promotional-type advertising in customers’ 
areas 


eee ee ee 


How would you handle a claim that a customer 
lost a camera from the glove compartment of 
a ee 
station? 


Report the matter to the () 
Question and search all employes immediately () 
Reimburse the customer for the loss () 
Tell him you are sorry but you are not responsible 

for articles left in the car ‘) 


How would you handle employes who gave good 
service and worked hard while you were around, 
but who “lay down on the job” when you were 
away? 


Set up an incentive plan BY 
Reprimand in private, heart-to-heart talks; give warn- 
ing notices () 


Appoint a manager in your absence and back him up ( ) 
Point out jobs that should be done when you leave 
and check on return £2 


The best first step in getting a man to change his 
mind about how something should be done is to: 


Find out why he holds to his opinions () 

Jar him out of his opinions by making him defend his 
point of view () 

State your own point of view firmly and with authority ( ) 


Se er ee 









General 


(Begins on page 102) 


Successful applicants are sent to school (even- 
tually, there may be 35 or more training schools in 
the Esso chain; there are about a dozen now). After 
eight weeks, it’s decided whether or not the man 
gets a dealership. This way the test serves as pre- 
school screening, giving Esso a chance to evaluate a 
man before spending perhaps $1,000 on his train- 
ing. 

Esso will follow up the test with a check system 
that uses IBM cards. Answer sheets of accepted 
applicants will be recorded, and this information 
will later be related to their success or failure in the 
station. Even data given by applicants who weren't 
selected for stations will be stored and analyzed. 






How Valuable Is the Testing Program? 


Few marketers outside the company have seen 
the Esso test. Those who know about it respect 
its scientific approach, but some are inclined to 
downrate its length and thoroughness. “If I threw 
a test like that at one of my prospects,” says a ma- 
jor-company sales manager, “he’d probably spit in 
my eye and tell me to keep my station. You can get 
too fancy in this business.” 

Says another major official, “I can see them using 
it where there’s a lot of dealer material. But where 
there’s a dearth of it I can’t see them taking a 
chance on annoying a guy by making him fill out a 
form for an hour and a half.” 

Some majors are content to take a more limited 
approach to the dealer selection problem. Socony 
Mobil Oil Co., for example, has an application form 
designed to indicate aptitude through more direct, 
shorter questions. Shell Oil Co. is currently working 
on a similar project. 

Some observers also point out that a candidate 
can cheat on this kind of test by giving the answers 
the company seems to want, rather than frank re- 
plies from his own experience. W. H. Whyte even 
tells how to do this in his book, The Organization 
Man. This kind of “cheating” will often show up 
by distorting the total answer pattern, however. And 
a man who would take the trouble to do it might 
be clever about running a service station anyway, 
one marketer observes. 

Esso has confidence in its test and says it will 
use it generally throughout its area. It doesn’t ex- 
pect the test to guarantee a plentiful supply of good 
dealers, but it does think it will help eliminate the 
temptation to take “just anybody” because there are 
open dealerships. 

Other benefits may crop up as well. “If our 
statistics are correct and the test proves out as we 
think it will,” says Trawick, “in time we may be 
able to make a fairly close prediction of gallonage 
increase directly resulting from the test procedures. 
That means that for the first time we will be able 
to relate a sales increase to a new personnel de- 
velopment.” . 
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Lights that glow for Independence! 


Important lessons of freedom are learned by 
the light of the Ashland Globes, too! For 
ASHLAND OIL & REFINING COMPANY ASREAND. O1h.S 
has helped pioneer the rights of free enter- REFINING COMPANY 
prise. No wonder the opportunity offered by Home Office: Ashland, Kentucky 
ASHLAND is outstanding in the industry ALTON, ILL! 528 Henry Street— BUFFALO, W. ¥., 800 
today. Ellicott Square — CHICAGO, ILL., 6 N. Michigan Ave, — 
CINCINNATI, 0., 1402 Federal Reserve Bank Bldg. — 
If you would like to join those dominant CLARKSVILLE, IND., 214 Center St. — CLEVELAND, 0. 


independents who handle ASHLAND’S fa- cen dciin oh obliesalanlien, 


mous-quality petroleum products . . . who use P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
ASHLAND’S skillfully tested merchandising oR 'R HS RAR, FONE SS 


and promotion—yet keep their own freedom ae es ee 
of operation—CALL US! 


The Independent Brand #r Independents 
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Brief But Significant 


@ The Roosevelt subcommittee report 
finds the oil industry has gone a long 
way toward solving its supplier-dealer 
problems since the 1955 subcommittee 
report. Creation of dealer panels is es- 
pecially praised. But coercion and 
price discrimination still exist, says 
the report, which makes these pro- 
posals: 

e Voluntary discounts should be 
discontinued when a practical way of 
doing so can be devised. 


e Companies should vigorously ed 
ucate field personnel to avoid pres 
sure and coercion on dealers. 

e Suppliers should protect their 
jobbers’ “commission or gross mar- 
gin” in areas where both compete for 
commercial business. 

e Justice department and FTC 
should enforce antitrust and price dis- 
crimination laws “with diligence.” 

e Congress should give small busi- 
nessmen a tax break. 


SIGNIFICANCE: The report turns thumbs down on any thought of legislation to 
force major oil companies out of gasoline retailing—at least for the present. But 
it warns the industry to do more to solve its own problems if congressional 


restrictions are to be avoided. 


@ Standard of Indiana now provides 
up to a month’s salary for indirect ex- 
penses when an employe is trans- 
ferred. This covers things like buying 
new rugs or drapes when the old ones 
don’t fit. And Standard will grant 
loans to employes who don’t have the 
necessary equity to buy a home in a 
higher-cost area. 
SIGNIFICANCE: Standard is a leader 
among many companies picking up a 
bigger slice of the moving bill. It’s a 
fringe benefit designed to hold good 
men, make moving less of a disad- 
vantage. 


@ Gulf Oil Co. has approved a new 
design pattern for its truck fleet. Fea- 
tures of the new design are a wide 
blue strip on the traditional orange 
field, a predominantly blue cab and 
replacement of the orange oval with a 
blue one. Pattern is by George Hunt, 
industrial designer recently retained 
by Gulf. Trucks will be repainted 
gradually, as they come due for over- 
haul. 
SIGNIFICANCE: Observers guess Hunt’s 
appointment and the new truck design 
may be the beginning of an over-all 
redesign program for Gulf. 


@ Canada has 34,335 retail service 
stations of all types, according to the 
Dominion Bureau of Statistics. Pass- 
enger car population in Canada is 
3.2-million. Comparable figures for 
U.S. are 411,000 service stations and 
54.3-million automobiles. 
SIGNIFICANCE: Marketers may be over- 
estimating Canadian potential. Average 
number of cars per station is less than 
125, compared to nearly 160 in the 
VU. S. 


106 


@ Compensation for salesmen last 
year was 4.3% higher than the year 
before, according to an American 
Management Assn. survey. About 
72% of the companies surveyed pay 
salesmen bonuses and commissions, 
and 46% pay salesmen a combination 
of salary and bonus. 

SIGNIFICANCE: The figures closely 

parallel those for the oil industry 

alone, according to AMA. 


® Northern Illinois Gas Co. plans to 

field-test 500 gas-fired air ‘condi- 

tioners to get service, maintenance 

and performance data. The units will 

go into gas-heated homes. 
SIGNIFICANCE: It’s more competition 
for heating oil jobbers if gas utilities 
muster a twin push on both the heating 
and cooling ends. ° 


®@ Shell Oil Co. is starting a new pro- 
gram to bring more light repair work 
into service stations. A company of- 
ficial says this is a significant change 
of direction from the idea of “serv- 
ice station” to “service center.” 
SIGNIFICANCE: Shell, like many other 
oil companies, is becoming more in- 
terested in light repair work as a 
source of additional dealer income. 


@ The Army has accepted an all- 
synthetic butyl rubber tire developed 
by Esso Research and Engineering 
Co. and Pennsylvania Tire Co. It’s 
the first mass-produced, all-synthetic 
tire to pass the Army’s rigid tests. 
SIGNIFICANCE: The development could 
mean vast savings in the nation’s 
defense program and free it from de- 
pending on natural rubber imports. 


@ A market survey by a major oil 
company shows an estimated sales po- 
tential of $8,8-billion for car needs 
cther than gasoline in 1957. Each car, 
says the survey, will require nearly 
$170 in TBA, lube and services this 
year. That’s an average of 11.9¢ po- 
tential extra income per gallon of 
gasoline. 
SIGNIFICANCE: Not that much will be 
sold at stations, since the figure shows 
potential. But with greater sales effort, 
it could be. 


@ Sun Oil Co. is extending its five- 
grade gasoline marketing system to 
six grades by adding “Blue Sunoco 
260” in Florida and southern Geor- 
gia. Sun claims its new gasoline is 
“the highest octane motor fuel sold 
at retail anywhere in the United 
States.” 
SIGNIFICANCE: Sun aims to keep its 
competition hopping in the quality 
race. It got the jump when it intro- 
duced multigrade fuels in March, 1956. 


® OIC is distributing a series of post- 
ers showing what a good value gaso- 
line is for the price. (See story on Oil 
Progress Week, page 101). The post- 
ers, designed to hang on service sta- 
tion doors, are based on a campaign 
put on by Humble Oil. Humble 
figures six people read the posters for 
every 100 cars driving in. 
SIGNIFICANCE: “It isn’t sensational, but 
it's 6% more than have been getting 
the industry’s service messages,” says 
an OIC official. 


@ Tidewater Oil Co. has reorganized 
its advertising department. All com- 
pany-wide advertising is now under 
one ad manager. Previously, each 
division handled its own campaigns. 
At the same time, Tidewater has 
switched its account from Buchanan 
& Co. to Foote, Cone & Belding, the 
nation’s eighth largest agency. 
SIGNIFICANCE: The changes are part of 
Tidewater’s new look. Insiders predict 
an even more aggressive advertising 
program. 





Wanna buy a terminal? 


Sun Oil's selling after finding that one 
could do the work of three. Read how 
Sun made the change on page 110 
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\ \ AS AN WY YAS 
There are seven centrally located U.S. Steel container factories across the country. Each one 
is completely integrated to give “next-door” service to every shipper in the area. Why not make 


your shipping plans around this prompt, sure U.S. Steel service. 
Profit from all 5 of these U.S. Steel extras, too: 


Best rust protection — there's more zinc phosphate on every USS rust-inhibited 


container. UNITED STATES STEEL PRODUCTS 


Widest container variety — from 2'/2-gal. pails to 55-gal. drums, including stainless. DIVISION 
Eye-catching containers — your containers not only ship your product, but advertise 

it, too— when color-decorated by U.S. Steel. UNITED STATES STEEL CORPORATION 
Job-tailored fittings —a wide selection of fittings to choose from, others available 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


to order. Los Angeles and Alameda, Calif. * Port Arthur, Texas 
Longer container life—extra zinc phosphate gives your containers a safer, longer life. Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


USS STEEL DRUMS @ 
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It's simple to see—here—why drivers, at night, zoom 
right on past a poorly lighted service station— intent 
on a station properly lighted ahead! 


Well-lighted driveways give motorists time to slow- 
down and the ease to furn comfortably toward your 
pumps or into your service area! 





KT 


Spot-lighting “moves” merchandise in service stations 
as readily as it does for other retailers! How do 
YOUR T.B.A. items appear from “out front’? 


ee 


TWICE THE 


Enables any station to dominate its service 
area! Increase Volume!— Double T.B.A. Sales! 
Still at no more cost than for Incandescent Light! 


Practically all operators of today’s more profitable 
stations agree. . . “Dominating lighting is now known 
to be the quickest, easiest, least-costly way to assure 
added traffic’! 


Westinghouse Hinged Poles Cut 
Maintenance Time to Seconds! 
Poles from 20’ to 40’ simply “pull” 
down!—for easy “one-hand” cleaning! 


Westinghouse High-EFFiciency BALLASTS now available for 
every Service Station Lighting Requirement! 


High EFFiciency BALLASTS —coordinated to specific elec- 
trical requirements for each particular lamp — frequently give one- 
third more light!—Double-Long Lamp Life! 
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Example of low-cost Westinghouse UA-20 
Mercury Floodlight installation. See how only 
400-watt, color-corrected mercury lamps 
at pump islands also illuminate driveways. 
















LIGHT AT THE SAME COSTI!- 





Here, Westinghouse VEK-16 ground area 
floodlights (for either mercury or incandes- 
cent lamps) illustrate low-cost lighting of 
large areas or open spaces for parking. 








Westinghouse Mercury Luminaires! 





| And, lighting that attracts customers away from 
/ competitors! —that makes your station appear more 
efficient and inviting—and lighting that truly mer- 
chandises your 'T.B.A. lines now costs no more than 
you already pay for poor, inadequate, incandescent light! 


Westinghouse Light Engineering gives you two to three times 
more light! YET AT NO INCREASED OPERATING COST! 


It’s simple. Modern, improved-type mercury lamps 
give 2 to 3 times more light per watt! And it is only 
watts that you pay for! 

Moreover, these Mercury lamps last up to seven 
times longer than old-style, incandescent “light- 
bulbs”’!—mercury lamps often serving two years or 
more without burn-out! 

So— Westinghouse has engineered a complete line 
of every type of luminaires needed by service stations 
—luminaires designed specifically for the latest, 
color-corrected mercury lamps! 





Many stations (see major illustration, above, at 
left) take advantage of Westinghouse pre-emi- 
nence in the street-lighting field—by employing 









September, 1957 * NATIONAL PETROLEUM NEWS 











See all these Westinghouse mercury luminaires— 
that give you 2 to 3 times more light at no increased 
operating cost!—or, enable you to reduce the load 
some 20%—and still get 40% more light! 

Call your near-by Westinghouse Representative— 
your own, local Westinghouse Distributor—or, write 
to Westinghouse Electric Corporation, LIGHTING 
DIVISION, Edgewater Park, Cleveland, Ohio. 

Get the advantages—the extra economies!—of 
Westinghouse “packaged” lighting equipment, in- 
cluding: poles, brackets, lamps, both interior and ex- 
terior superior HIgH-EFFicrency BALLASTS! 


J-04422 


You CAN BE SURE...1F iTS 


e Aare 
Westinghouse ews 





various of the famed Westinghouse OV luminaires 
— including the only luminaires today engineered 
specifically for color-corrected mercury lamps! 
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OLD: Three problem-laden terminals handled southern New Jersey distribution 


How Sun Trimmed Distribution 


e Supplying three terminals in one marketing district was costly 
and time-consuming. Tides, weather and traffic made it worse 


@ So Sun abandoned the plants. Now it covers the same area through 
one new terminal with less capacity than the old ones combined 


SUN OIL CO.’S old southern New Jersey barge 
terminals at Atlantic City, Bridgeton and Camden 
are up for sale. 

Sunoco 200 and 240 motor fuels now move to 
more than 200 dealers in a 3,100-sq.-mi.-area 
through a new terminal at Paulsboro. 

ABC’s of the move add up to big economies for 
Sun.- “We can get product in a lot faster and get 
rid of it quicker now,” says John McKee, Sun’s 
Middle Atlantic region assistant manager. 


It’s Easier to Get Product In 


The new 30,000-bbl. terminal is about seven 
miles up the Delaware. River from the Sun refinery 
at Marcus Hook, Pa. “We can get product up 
here in about two hours,” McKee says. One barge 





By CORNELIUS BRODERSEN 
Staff Writer 


holds a little more than 25% of the terminal’s 
storage capacity. 

Nearness to supply and the ability to bring in 
that much product at one time cuts barging costs, 
Sun says. Here’s how: 

®@ Marcus Hook-to-Paulsboro is a shuttle run. 
It took a lot longer to get product to the other 
plants: five hours to Camden, about seven to 
Bridgeton, and up to 24 hours to Atlantic City. 

® Paulsboro can receive product any time. At 
the other sites, tides had to be considered. Missing 
a high tide to get into the creeks added to barging 
cost. At times, creek water was so low barges were 
stranded on the bottoms and had to wait for 
enough water to float again. 

®@ The plant is weather-resistant. Tanks are high 
above the river and one-half mile inland. Sun ex- 
pects no trouble from the floods that put Camden’s 
facilities under 4-6 ft. of water at least twice a 
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NEW: One terminal at Paulsboro replaces older plants, does better all-round job 


Costs by Trimming Terminals 


year. Nor does Sun expect the tough ice conditions 
it had at Atlantic City. Ice pressure there dara- 
aged docks, holding up barge shipments. Heavy 
ice sometimes made it hard to get barges close 
enough to the dock. 


. « - And Product Gets Out Faster 


McKee ticks off many reasons why product gets 
out more speedily. Among them: 

®@ The plant is away from heavy traffic. Yet it’s 
near enough to good highways so trucks aren’t held 
up en route to stations. 

This wasn’t true at Camden. That plant was just 
off a heavily used multi-lane highway that leads to 
the bridge and Philadelphia. Approach to and exit 
from the plant road had to be westerly, because a 
safety barrier divided opposite lanes. And the plant 
roads in planning stage to speed deliveries. 

McKee says that in the years the Camden plant 
was in operation, plenty of driver time was lost 
three ways: waiting for a break in the traffic so 
trucks could inch out from the blind corner into 
the road; having to head westward for about a 
mile, turn around through city streets and back- 
track past the plant to hit roads leading in other 
directions; getting back to the plant if trucks were 
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headed eastward (they had to go out of their way 
to reach the proper turnaround spot to make the 
westward approach to the plant). 

Atlantic City had somewhat similar conditions. 

New roads have sliced driving time. Cape May, 
at the extreme southern tip of the state, can be 
reached from the new plant in the same time that 
an Atlantic City-Cape May trip took several years 
ago—even though the round-trip mileage from 
Paulsboro is 50 miles greater. Sun is counting on 
roads still in the planning stage to speed de- 
liveries more. 

@ The new plant is laid out for fast truck 
turnaround. 

A U-shaped drive makes it easy for trucks to 
get to loading bays and for trucks to leave when 
loaded. Sun’s 6,000-gal. transports can be in and 
out of the plant in under 15 minutes, less than 
half the time it took at the other plants. Paulsboro’s 
loading speeds are 600 gpm, against 300 gpm at 
the other terminals. 

® Paulsboro has its own truck repair shop and 
a two-man repair crew. This keeps truck down- 
time low and prevents any serious delivery backlog 
from building up, Sun says. Before the new ter- 
minal, only Atlantic City repaired trucks (and that 
was in rented space). Downtime wasn’t low because 








Bulk Plants and Terminals 





(Begins on page 110) 

mechanics had to be sent in to do the work. Bridge- 
ton and Camden sent their trucks to Sun’s main 
garage in Philadelphia. If the garage workload was 
high, trucks would be tied up longer. 





Here Are More Savings 


Storage capacity at Paulsboro—two 15,000- 
bbl. tanks—is 395,000 gal. less than the total of 
the other plants. Yet Paulsboro handles two grades 
of motor fuel, will be handling five soon without 
adding tanks. Base motor fuel will go into one 
tank, octane concentrate in the other. Blending the 
two will be a station-pump operation. 

More tanks would have been needed at the 
older plants to handle multigrades. “Even then,” 
McKee says, “we still would have had old plants 
and poor traffic and operation conditions.” Sun felt 
it was wiser to put its money into a brand-new 
facility. 

Operating from one point instead of three has 
other economies and benefits. For example: 

Tax Savings. When the older plants are sold, Sun 
will have only one property tax bill to pay. Chances 
are it will be less than the total of the other three. 

Personnel Flexibility. David C. Sloan, Paulsboro 
district manager, counts on greater maneuverability 
of manpower as a result of the consolidation. 
Vacation schedules for drivers and office workers 
will be easier to set up. Vacations or illness won’t 
overload personnel as they did at the old plants. 
(Bridgeton, a one-man operation, was a problem in 
both cases.) 

Centralized Inventory. Formerly each plant car- 
ried its own inventory of pumps, station signs, 
maintenance items. Now the inventory is smaller 
and it’s under one roof. 

Better Facilities. Sloan and McKee say indus- 
trial relations are better now. Employes have ade- 
quate washrooms, locker space and showers, even 
a room to prepare their own meals. Formerly such 
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LOADING BAYS are roofless at new Sun terminal—tight-f connections keep the elements out 








facilities were inadequate, crowded or didn’t exist. 

Training facilities, too, were in the same cate- 
gory. At Paulsboro there is ample room to train 
salesmen or hold dealer conferences without dis- 
turbing office routine. 





Here’s the Equipment Lineup 


Barges unload at a dock 400 ft. offshore; prod- 
uct goes through a 6-in. flexible hose and then into 
an 8-in. line (most of it is underground) to storage. 

Tanks have loading roofs and two Shand & Jurs 
ground-reading gages per tank. If the roofs hang 
up at one point, Sun averages the gage readings 
to find out how much is in the tanks. 

Output lines are 6-in. in diameter to the mani- 
fold, then 4-in. to the loading arms. All lines have 
Vitaulic couplings for pipe expansion and con- 
traction, Walworth valves and McAlear strainers. 

Three Ingersoll-Rand 4-RVL-20 pumps keep 
motor fuel going to the loading arms. Two pumps 
are hitched to Ingersoll-Rand CEX 20-hp. motors 
while a General Electric Type K 20-hp motor 
spins the third pump. Two of the pumps feed 
Sunoco 200 to four leading arms while the third 
keeps Sunoco 240 flowing to the fifth arm. 

Rowan controllers are at each loading arm to 
operate the pumps, with a duplicate set for emer- 
gency use at the manifold. Lights on the arms show 
that the pumps are running. All electrical lines are 
in Crouse-Hinds explosion-proof and dust-proof 
conduit. 

Loading arms use tight-fill connections to keep 
vapor loss down. Manifolds in each transport carry 
product down to the bottom of the tank to do away 
with splash loading. With tight connections keep- 
ing out the elements, loading bays are roofless. 

Elbow Room—Sun has plenty of space to ex- 
pand. Now it uses about three acres of its 8.5-acre 
tract. But at the same time, Sun’s McKee doesn’t 
foresee any need for expansion in the near future. 
“We're too close to the refinery,” he says. Ld 
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It’s surprising how little oil’s custom- 
ers know about the biggest selling 
petroleum product—gasoline! They 
never see it or touch it—yet they use 
it every day. All they know is the price 
they pay...and only a few know how 


big a bargain they really get with to- 
day’s gasoline. 

You'll be helping yourself and your 
industry by giving oil’s customers the 
real story about today’s gasoline prices 
and taxes. Here are the facts: 


HAVE YOU GOT 
THE FACTS ABOUT 
YOUR BUSINESS? 


, ee li 


ae 


ai 





Direct Taxes add 40 cents to every 
dollar spent for today’s gasoline! 








When you hear the phrase “gasoline prices are 
high,” this is your best reply : “Gasoline taxes are 
high, but gasoline itself is a bargain!” Yes, it’s 
true that for every dollar spent for gasoline, an 
additional 40¢ must be paid for federal and state 
gasoline taxes! 

Mr. Average American Motorist—who drives 
his car approximately 9,360 miles a year—pays 
$56.76 in direct taxes on gasoline alone! That’s 
an average of 8.8¢ a gallon—a rate four times 
higher than the federal 10% tax on “luxuries” 
like mink coats! 

But let’s look at the price of gasoline itself. 
Gasoline has gone up only a few pennies, in the 
last five years. Meanwhile, gasoline quality has 
improved tremendously, so that today’s regular 
gasoline is as good as premium gasoline was 
only five short years ago. And today’s premium 
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gasoline is as powerful as the bomber and fighter 
gasolines of the last war. 

So next time you are asked about gasoline 
prices, remember . . . 


WITH TODAY’S GASOLINE YOU DRIVE 
THE BEST BARGAIN IN YEARS! 


American Petroleum Institute, Dept. G 
50 W. 50th St., New York 20, N. Y. 


I would like to obtain more information about today’s 
gasoline quality, prices and taxes. Please send me 
your FREE booklets. 


NAME 





ADDRESS 
CITY ZONE 





STATE 
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Two years ago, Wilshire Oil 
was a sick company. Then 
Robert O. Anderson (picture) 
took over. He started 
revamping, and changed 
the California independent 


picture. Now... 


President Anderson: ‘Major-company quality’ means. . . 


Wilshire's All Dressed Up and 


THIS MONTH, Wilshire Oil Co. of California 
kicks off a promotion campaign to celebrate its new 
position as the West Coast’s biggest independent 
in gallonage. 

It got there in a series of steps culminating in the 
purchase of 172 stations from Sunset International 
last spring (NPN—June, p172). Now it’s gunning 
for a dominant role in independent marketing. That 
involves four factors: 

e@ Size. Wilshire has close to 500 stations, 20- 
million gal. in gasoline volume. Its 137 salaried 
stations form the second largest company-operated 
chain on the Pacific Coast (after Standard of Cali- 
fornia), rank among the nation’s largest half-dozen. 

@ Expansion. Wilshire president Robert O. 
Anderson (picture) plans to extend the company’s 


By JOHN SHINN 
West Coast Correspondent 


operations from California throughout the West 
Coast, and may move into Hawaii. 

@ Quality. Anderson says Wilshire products will 
be as good as the majors’, and at lower prices. He 
doesn’t like the fact that independents in the past 
often “failed to keep quality up to optimum levels.” 

@ Price stability. Wilshire prices will average 
about 2¢ below major prices, but officials take 
their role as a stabilizing influence seriously. They 
point out that the company is large enough to affect 
the general price structure of independents. 


Shaping a Marketing Pattern 


“We consider ourselves very definitely an inde- 
pendent—but the biggest and the best.” That’s how 
Paul H. Boyd, Wilshire’s general manager of mar- 
keting, expresses the company’s basic philosophy. 
He knows that philosophy raises the question, 
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“How far can you go and still be considered an in- 
dependent?” 

Boyd certainly believes an independent must 
come up to major-company standards. Wilshire 
stations will be run that way: they'll be good-look- 
ing and well maintained, and will offer full pump- 
island, lube and wash services. “By not giving full 
service, including good pump-island service, in- 
dependents have driven a lot of customers to the 
majors,” Boyd says. 

Station colors are being changed from Wilshire’s 
old green and orange to white with startling “Wil- 
shire blue” pumps and trim. Wilshire will paint all 
stations and keep them painted (that means full 
renovation, inside and out, about every two years). 
This applies to dealer’ and distributor stations as 
well as company-operated outlets. In the past, Wil- 
shire made an allowance to dealers for painting, but 
did not do the job itself. 
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Neat, modern-looking stations are going to work tor this independent oil marketer 


Ready to Go—for the Top 


The Octane Pattern—Wilshire stations will offer 
three grades of gasoline except for a handful of out- 
lets with only two pumps. Wilshire Regular is 88 
octane, Wilshire Ethyl is 94 and Wilshire Super 
Ethyl is 98. The company also makes an 84-octane 
gasoline, but this will be sold only to private-brand 
marketers. 

The company considers its 88- and 98-octane 
fuels up to the best of the majors’ regular and pre- 
mium on the West Coast. “We intend to be equal 
to or better than any major gasoline on the market,” 
says Boyd. 

He anticipates no problem with that intention, 
even when 100-octane gasoline hits the West Coast. 
Though Wilshire’s not offering it now, it’s “in a 
position to go to it yesterday”—and will, when the 
market is ready. Company officials feel they’re in a 
particularly good position on 100-octane, because 

(Contnued on page 116) 
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“Key to Wilshire’s ability to go places is the fact that as 


a small company . . . it’s fast-moving and close-working”’ 


(Begins on page 114) 


they already have three pumps; adding a third will 
be an expensive job for the majors. 

The Geographical Pattern—Wilshire has stations 
in Southern California, concentrated in the Los 
Angeles basin and scattered throughout the south- 
ern counties. It also has outlets in Fresno, Stockton, 
Sacramento and the San Francisco-Oakland area, 
with a few along the coast south of San Francisco. 
There are 10 distributor-owned stations in Las 
Vegas, the only ones now outside California. 


Expansion plans along the coast could start 
anywhere—north from San Francisco or east 
through Arizona to New Mexico, where Wilshire’s 
parent company, Malco Refineries, is located. And- 
erson’s speculations about Hawaii center on the 
possibility of a refinery there: “With the ever-grow- 
ing Pacific market and the need for an independent 
company in the islands together with Wilshire’s 
position in Southern California, it cannot help but 
present an interesting picture.” There’s no major 
refinery in Hawaii now. 


Working With All Marketers 


In addition to its company-operated stations 
(acquired from Sunset), Wilshire has all three of 
the other types: distributor-controlled, company- 
owned and leased, and independently owned. Wil- 
shire will set the pattern of station operation at its 
own outlets—like following major-company stand- 
ards—and expect dealers and distributors to follow 
the lead. 

On TBA, for instance, Wilshire cannot control 
dealer and distributor decisions. But it will suggest 
using the brands of its company outlets—Dayton 
tires, Nic-L-Silver batteries and items supplied by 
Wilco Co., a West Coast organization. And Wil- 
shire’s independents will be able to get a better deal 
from these companies than elsewhere because of 
Wilshire contracts. 

Credit cards will also be a factor in persuading 
the dealers and distributors to follow the company 
lead on TBA, because only authorized products 
will be chargeable to Wilshire credit cards. The 
company has no cards now, but will “when we 
decide they are economically feasible,” says vice 
president Earle W. Allen. That may be as soon as 
early 1958. 

Many marketers say lack of credit-card expenses 
is a large factor in independents’ ability to undersell 
majors. But Wilshire officials think that at the 


proper time the expense of credit cards will be out- 
weighed by the business they'll bring in—or the 
business they'll keep Wilshire from losing to major- 
company credit card systems. 

As a smaller operation, Wilshire won’t have all 
the credit costs of a major. And the cards will be 
considered as an available service; they won’t be 
heavily pushed. Applicants’ credit will be carefully 
checked. Wilshire doesn’t expect anything like the 
proportion of credit card business the majors have 
on the West Coast (Allen puts it at about 35%). 

On prices, too, Wilshire company-operated sta- 
tions are expected to set the patetrn for dealers. 
The company’s “ideal” price structure would have 
Regular 3¢ under the majors; Wilshire Ethyl, 2¢ 
under majors’ premium, and Super Ethyl 1¢ under 
majors’ premium. 

Working With Private-Branders—Wilshire will 
have essentially the same agreements with private- 
brand jobbers as it will with its branded distributors 
—it regards the two as being of equal importance. 
Before the Sunset purchase, Wilshire’s ratio of gas- 
oline sales was 35% branded to 65% rebranded. 
Now the ratio is running 50%-50%, and Wilshire 
expects to keep it that way. 

But the company will welcome “high-class” in- 
dependents who want to sell under the Wilshire 
name, and who will follow the general Wilshire 
station policies. 


Building the New Wilshire 


There’s a lot of excitement around Wilshire, and 
a feeling of going places in a hurry. It’s not surpris- 
ing, considering how far it has come since Malco 
acquired the moribund old Wilshire Oil Co. in late 
1955. The company was then in the process of 
dissolution. 

Key to Wilshire’s ability to go places is the fact 
that it’s a small company, say its executives. It’s 
fast-moving and close-working. Decisions are made 
quickly because both Anderson and Allen are quick 
to accept ideas and act on them. Visitors soon sense 
the close personal relationship of the management 
team and its members’ enthusiasm in working to- 
gether. There’s good co-operation between depart- 
ments; disagreements are thrashed out quickly in 
frequent meetings of department heads. 

These virtues of smallness offer benefits to the 
public and to distributors, Wilshire men say, be- 
cause relations with both are more direct and 
personal. 

(Continued on page 119) 
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FOR GREATER 
CRANKING POWER 
INSIST ON 
U.S. PEERLESS! 


Mechanical Goods Division 


THE BATTERY FOR TODAY HAS 
U.S. PEERLESS SEPARATORS 


That’s right; greater cranking power than ordinary batteries * more 
power to spare, even in the coldest weather ¢ U.S. Peerless® Rub- 
ber Separators are unaffected by heat, overcharging, battery acid 
or plate pressures ¢ These rugged separators stand up under vibra- 
tion, give longer service than any other separator. 


Drivers throughout the country call U. S. Peerless Separators bat- 
tery protectors. Peerless never gets mushy or soft. Its high 
mechanical strength prevents cutting by warped plates or loose 
plate material. It assures lower operating costs in any climate. 
Make sure your batteries have U.S. Peerless Rubber Separators. 
United States Rubber, Rockefeller Center, New York 20, N. Y. 
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“EXTRACTA” PUMPS 


THE MOST ECONOMICAL TROUBLE- 
FREE REMOTE PUMP EVER OFFERED 


TRIED ¢ TESTED ¢ PROVEN 


YOU CAN'T GO WRONG WHEN YOU INSTALL 
GENUINE ORIGINAL RED JACKET "EXTRACTA" PUMPS 


RED JACKET “FIRSTS” 


®@ % H.P. REMOTE SUBMERGED GASOLINE PUMPS 
@ % H.P. REMOTE SUBMERGED GASOLINE PUMPS 


@ % H.P. SUBMERGED BOOSTER PUMPS FOR EXISTING STATIONS 
USING SUCTION TYPE DISPENSERS 


EXTRACTIBLE SUBMERGED PUMPS THAT ELIMINATE PUMP PITS 
@ PUMPS THAT AUTOMATICALLY STOP WHEN STORAGE TANK IS EMPTY 


INSTALLATION AND OPERATING ADVANTAGES 


- Save over $600 per station 5. Simplified electric control panel — 
: : in another Red Jacket "First." 
. Permits economical, unlimited 


flexibility in station design — smaller 6. '/3 H.P. readily handles 
piping, larger tanks, greater bury 8 dispenser stations 
depth and | lateral 
ee a ee 7. No mechanical seals or stuffing boxes 
- Quiet — out of sight — 
lubrication and maintenance free 8. Use of Red Jacket remote pumps 
no longer requires 6 or 8 dispensers 
- No shut-off valves required in lines to justify cost of remote type stations 
between pump and islands — ee 
a Red Jacket "First." . Underwriters’ Laboratories approved 


. For large and small stations 


- Complete, sturdily packaged with 
all necessary controls, manhole 
and fittinas 





os = is = | % 


i”: 6 


RED JACKET -- Ul TYPICAL REMOTE GASOLINE 
em PUMP INSTALLATION 


(For new stations) 


RED JACKET MANUFACTURING CO. 
Petroleum Equipment Division 
P. O. Box 270 Davenport, lowa 
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“The company plans to_ spend 
$300,000 or more on its kick-off 
promotion. . .”’ 


(Begins on page 114) 


First Things First—Vice president Allen says 
there were three steps to building the new Wilshire 
—with marketing the third. The first two, taken 
more or less simultaneously, were developing good 
refining facilities and getting a long-range crude 
supply. In other words, you have to have the prod- 
uct before you can market it. 


Wilshire has spent about $4.5-million for manu- 
facturing facilities since Malco acquired it. Its Los 
Angeles refinery has not actually been enlarged, 
but modernization and rearrangement of units have 
increased its capacity from 22,000 b/d to 35,000 
b/d. It will probably be up to 40,000 b/d by 1959. 


The major new unit is a $3.5-million Unifiner- 
Platformer that has approximately doubled high- 
octane capacity and made even higher octanes pos- 
sible. That’s where Wilshire’s 100-octane gasoline 
will come from, if and when. 

Work is now under way on reactivating a 4,000 
b/d alkylation unit, mothballed since World War 
II. It will go on stream in about a year, ready to 
improve Wilshire gasoline when car requirements 
go up. A gas-scrubbing unit and an asphalt unit 
have been added and a sulfur recovery unit en- 
larged. And an isomerization unit, another war- 
time hangover, is being revamped to produce iso- 
butane for petrochemicals. 


As for crude supply, Wilshire now puts its chief 
reliance on long-term contracts for foreign crude, 
principally from the Middle East with some from 
South America. About 20% of its crude require- 
ments come from domestic sources. Wilshire had 
been relying largely on spot purchases after its 
production was sold in 1953. 

“Without a crude supply, you’re whipped,” says 
Allen—but the source doesn’t matter, so the com- 
pany is unconcerned about its lack of production. 
“As long as you have a good raw material supply, 
you don’t need production,” Allen says. Wilshire 
therefore has no present plans for acquiring pro- 
duction, though it may eventually. 

Never Put Off Till Tomorrow—Allen’s third 
step, building the market, is still under way. It 
started even sooner than Wilshire management ex- 
pected: they acquired the Sunset properties before 
they’d finished building a marketing organization. 

But Wilshire wanted outlets it could control, and 
the Sunset deal offered them. “We admit we weren’t 
quite ready,” says Allen, “but you have to take a 
good thing when it’s available.” The outlets were 
needed because refinery expansion had gone so fast. 

Wilshire’s former need for a marketing staff is 
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reflected in the fact that most of the new blood 
brought in has been in sales. Boyd’s position was 
created for him in May; he was Union Oil’s eastern 
continental territory sales manager. H. A. Vind, 
general manager of branded sales, came from 
Union Oil in February; Douglas C. Lance, manager 
of wholesale sales, came from Axelson Mfg. in 
January. O. Warren Hillgren, in the new job of 
manager of advertising and public relations, came 
from Western Oil and Gas Assn. in May. 

President Anderson keeps his eye firmly on the 
future. “We hope to be able to grow with Califor- 
nia and expect to expand our controlled marketing 
and jobber program in a rapid, yet business-like 
manner,” he says. “Acquisition will be by purchase, 
lease or construction, depending upon the individ- 
ual circumstances.” 


Fireballing a Promotion 


The company plans to spend $300,000 or more 
on the kick-off promotion for the new Wilshire. 
That includes a Labor Day splurge in Southern 
California and later activity in the north, where the 
changeover of stations from the Sunset name is 
scheduled to be completed by the end of the year. 

The new decoration scheme of the stations them- 
selves is part of the campaign. The southern Cali- 
fornia outlets were completed Sept. 1—the outlying 
ones first, and the big ones at prominent locations 
last for maximum impact. Banners on all outlets 
and searchlights on a few key stations are calling 
attention to the new paint job. 

Outdoor advertising is doing its part with about 
900 24-sheet and 30-sheet billboards in the south- 
ern California marketing area. The first posters 
went up simultaneously with the appearance of the 
first mewspaper ads, so far as possible; they'll 
change once each month for three months. Wilshire 
is using color photography on its billboards, the 
only Pacific Coast oil company now doing so. 

The newspaper program began with ads in the 
Los Angeles papers the Friday before Labor Day. 
The idea was to make people conscious of Wilshire 
so they’d register the new stations during their holi- 
day travel. The full program calls for a minimum 
of 13 weeks of full-page ads in the Sunday editions 
of the Los Angeles Times and the Los Angeles 
Examiner. Newspaper publicity is centering on sta- 
tion openings, with civic notables wherever possible. 

All the ads are plugging the slogan, “Power now 
costs less” with “new Wilshire Super Ethyl.” 

Though Wilshire has a policy of no premiums or 
giveaways (Boyd says, “Our premium is quality of 
product at a lower price”), there is one gimmick 
to go with the opening promotion: 

A small gift is being handed out at stations—a 
pill box. With it is a legend like this: “Gasoline 
prices giving you a headache? For quick relief, take 
Wilshire Super Ethyl. Save at least 2¢ on every 
gallon, and there’s no finer motor fuel at any price.” 
Inside the pill box are two shiny new pennies. @ 
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ONLY ARMSTRONG TIRES 
PACK THIS PROFIT PUNCH! 


10 SECOND DEMONSTRATIONS 
MAKE LIFETIME 
CUSTOMERS! 


Salesman puts patented Safety 
Discs in fist like this — shows 
why Armstrongs stop deadly 
skids as no other tires can! 


MR. TBA MANAGER: TIRED OF “LOW-PROFIT” SQUAWKS FROM YOUR DEALERS? 
Give them Armstrong Tires! The profit’s bigger. And full-price sales 
are easy — because customers can see the exclusive Safety Disc feature. 


* Armstrong Tires are easier to sell profitably. First, because 
the profit is bigger to begin with. Second, because your 
dealer isn’t selling “just a tire”. He is selling a better tire 
with the “Ounce of Prevention” feature any customer can see. 


First tire tread in 18 years to win a U.S. mechanical patent! 
Armstrong Safety Disc Tires grip the road to stop skids 
as no other tires can. Let us show you the evidence. 


Customers want this added safety. Armstrong’s powerful 
national advertising tells them about it. Once sold, Armstrong 
buyers stay sold . .. come back for more Armstrongs. Why 
not give your dealers this unique competitive “plus”! 


GET THE ARMSTRONG STORY! 
ARMSTRONG RUBBER CO., HOME OFFICE, West Haven, Conn. 





Plus 2 sales clinchers! 


GUARANTEE 


Longest, strongest in the industry! 
Unconditional LIFETIME road 
hazard terms. Compare! 


ADVERTISING 


The hardest-hitting, most persistent 
campaign in tires... hammers home 
the same tested story over and over. 





s 
LIFE, POST . . . TELEVISION 
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Deep Rock’s 17-state marketing area (color) is springboard for a big push into four new 
states (arrows). Operations will be stepped up in eight others (darker color). 


Deep Rock Plans New Moves 


Using its traditional jobber route, the marketing arm of Kerr-McGee 
will invade the Southeast with a new program 


THE BLUE-AND-YELLOW marketing flag of 
Deep Rock is on the march. Its parent company, 
Kerr-McGee Oil Industries, is determined to soup 
up marketing so it’s on a par with the company’s 
strong exploration, production and refining. 

In 1952, Deep Rock brand products were sold 
in 10 states. In 1955, it was 14. Now—a little 
more than two years after Deep Rock’s acquisition 
by Kerr-McGee—they’re sold in 17 states from 
Texas to the Canadian border. 

Revamped sales and advertising programs are 
going into operation to backstop this expansion, 
which will spread into four more states soon. 

One key to expansion came last April, when 
Kerr-McGee bought Triangle Refineries of Hous- 
ton. President Dean A. McGee says the purchase 
represents “another step in the further integration 


By MARVIN REID 
Southwest Editor 
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of our company, and adds strength to our refined 
products marketing activities.” 


That’s McGee’s way of saying that Kermac aims 
to become a top-rated marketer—to soup up mar- 
keting so it’s on a par with the company’s strong 
exploration, production and refining departments. 

Kerr-McGee’s been giving a top priority to 
building its marketing muscles since April, 1955, 
when it bought Deep Rock Oil Co. in a $17-million 
deal. Since then, Kermac has been busily extending 
the Deep Rock brand. The Triangle properties, in- 
cluding 11 pipe line, river and deep-water terminals 
in the Midwest and South, will help speed plans 
for future expansion. 

Target: Dixie—Next areas on Kerr-McGee’s ex- 
pansion list are Kentucky, Georgia, Florida and 
Alabama. There’s no definite timetable yet, but 
Kentucky will probably be hit first. 

Kermac’s main interest in these states revolves 
around the Southeast’s over-all growth in industry 
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‘It’s easier to sell with a smile than with a sermon” —- 
That’s Deep Rock’s new advertising pitch 


(Begins on page 121) 


and population. Phillips Petroleum Co. has demon- 
strated the area’s potential for new marketing com- 
petitors (NPN—Nov. ’56. p104). 

Kerr-McGee people say they could spread out 
in the north central states (Deep Rock was chiefly 
in the Mid-Continent and north central area before 
Kerr-McGee took it over), but the company doesn’t 
like the picture it sees developing there. Canadian 
and North Dakota crudes are causing a build-up in 
refining capacity “which indicates tougher sledding 
for the Mid-Continent refiner,” the company be- 
lieves. 

Southern expansion since 1952 has already taken 
Deep Rock into Mississippi, Texas, Tennessee and 
New Mexico. And over the same period, the Deep 
Rock flag has returned to Arkansas, Kansas and 
Missouri—states the old Deep Rock Oil Co. aban- 
doned eight years ago. 

In addition to new expansion, Kerr-McGee will 
concentrate on intensifying operations in its pres- 
ent territory during the next five years. Look for 
increased Kermac competition if you market in 
Oklahoma, Kansas, Missouri, Arkansas, Iowa, Ne- 
braska, Minnesota or Wisconsin. There'll be less 
of a push in the remaining territory. 


New Program, Same Philosophy 


That’s Kerr-McGee’s theme in revamping some 
of its marketing operations. It will continue to rely 
almost 100% on jobbers for its distribution, as 
Deep Rock has always done. The changes will 
feature: 

e New approaches to advertising and sales pro- 
motion programs. 

e More financial aid and other services for job- 
bers and jobbers’ dealers. 


e A campaign for more uniform station design 
and remodeling. 

For Merchandising, Research—Last year, Ker- 
mac had the Institute for Motivational Research 
do a six-months study of its marketing and cus- 
tomers. Most of the company’s “New Look” sales 
promotion is based on this study. 

Merchandising manager W. J. Fuchs says the in- 
stitute was called in for one main purpose: 

“We were trying to find out what we, and our 
jobbers, were doing right, and what we were doing 
wrong. Our objective was to gain information that 
could be utilized in building for our jobbers, their 
dealers and tank wagon drivers, more competitive, 
sounder sales aids.” 

Kerr-McGee management says the survey was 
expensive (“medium-sized five figures”). They’re 
not broadcasting the results because they don’t 


want their competitors to learn too much about 
their new merchandising gimmicks. 


But they do say the study backs up the Chicago 
Tribune survey findings that gasoline advertise- 
ments generally fail to sway public opinion (NPN— 
Mar., p108). The ad pitch on Deep Rock products 
therefore is undergoing a change. 

The Light Approach—The new pitch is, “It’s 
easier to sell with a smile than a sermon.” Deep 
Rock ads take “the light, cartoon approach” fea- 
turing a smiling character—the deep Rock dealer 
or jobber. He’s the first thing the ads are intended 
to sell. 


Second is the product—but not on technical or 
extravagant claims. All the customer is looking 
for, says Kermac, is power to run his autos and 
equipment. So Deep Rock is plugging the slogan, 
“Natural Power.” 

Third is service. Deep Rock is calling it “Neigh- 
borly Service.” 

The whole thing is wrapped up in another slogan 
for the Deep Rock station: “The STOP that keeps 
you GOING.” 


Besides taking a new approach, Kerr-McGee is 
doubling its advertising and sales promotion budget 
over last year. The total tab, including the survey 
and the resulting changes, will come to about 
$1-million. That does not include expenditures that 
normally fall under the marketing budget. 


Questions and Answers—Personnel of the Insti- 
tute for Motivational Research interviewed jobbers, 
dealers and customers—both Deep Rock and com- 
petitive. All professions and income groups were 
included. 

One question asked was, “What comes to your 
mind when you see or think of the words ‘Deep 
Rock’?” Answers ranged from “Sounds like they 
were talking about drilling for oil where you have 
to go deeper than hell,” to “Deep Rock is a good 
name for gasoline. It implies all kinds of things 
about source and purity.” 

Kerr-McGee says the survey showed that “inap- 
propriateness of the name Deep Rock represented 
less than 3% opinion.” 

When motorists were asked to rate a number of 
gasolines in order of quality, the typical answer 
was, “All well-known gasolines are about the 
same.” 

And when Deep Rock jobbers and dealers were 
asked about the company, they emphasized their 
pride in their basic independence. One jobber, 
asked if he had ever thought of switching suppliers, 
reportedly replied: “Don’t have to. We’re independ- 
ent... I can sell anything for any price, I’ve got 
no one breathing down my neck.” 

(Continued on page 125) 
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- YOUR LUSTERLITE 
PORCELAIN ENAMELED SERVICE STATIONS 


Your station design and your company colors are valued trade 
marks. You can combine them with LUSTERLITE’s sparkle, clean- 
liness, and durability...to create the customer appeal that is the 
key to quick, solid success. Remember: your stations are your 
only continuing contact with your customers. And, LUSTERLITE 
stations can be economically re-located if traffic patterns change. 
For actua! color samples and photos of existing types and plans, 
write... 
CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 


LUSTERUITES 


PORCELAIN ENAMELED SERVICE STATIONS 





Now...at “so the cost...a better 


ANTI-STALLING ADDITIVE 


GULF AGENT 178 


... proved by over 25 billion miles of stall-free driving! 


GULF AGENT 178 provides economic, effective anti-stalling performance in 
motor gasolines. At the same time, it affords corrosion protection at no extra cost. 


Look at what GULF AGENT 178 offers you: 


PROVED PERFORMANCE—GULF 
AGENT 178—long recognized as an out- 
standing corrosion inhibitor for all types of 
petroleum products—is now used by major 
refiners in modern volatile motor gasolines to 
eliminate stalling caused by carburetor icing 

. . and its effectiveness for this use has been 
proved in service by over 25 billion miles of 
stall-free driving. 


LOW COST—Small concentrations—15 to 25 
pounds per thousand barrels—give anti-stalling 
protection at as low as 1/10 the cost of com- 
monly used de-icing additives. 


EASE OF USE—GULF AGENT 178 is 
readily soluble in all petroleum products— 
can be easily blended at temperatures ranging 
from minus 30 to plus 140° F. Also, it is 
insoluble in water and can be handled in con- 
ventional gasoline transfer systems with no 
danger of loss from water leaching. 
MINIMUM STORAGE —The small concen- 
trations required eliminate need for expensive 
additive storage. 

EXTRA BENEFITS—Rust protection it pro- 
vides lengthens life of distribution and storage 
facilities from refinery to customer. 


Let us demonstrate GULF AGENT 178 in your gasoline! 


Petrochemicals Department 


GULF OIL CORPORATION 


Gulf Building 


Pittsburgh 30, Pennsylvania 


QUALITY CHEMICALS from PETROLEUM 





“‘Good independent jobbers... cannot be matched by company 
operations for efficiency of distribution” 


(Begins on page 121) 

Another Deep Rock distributor is quoted as 
saying, “I like their not telling you what to do. 
They make suggestions but don’t tell you, as the 
representatives of some other companies do.” 


What Deep Rock Offers Jobbers 


Kerr-McGee is starting or improving these job- 
ber aid programs: 

@ Financial assistance. The company calls its 
program “custom-made” to fit the individual job- 
ber’s needs. Kermac will lease a property from a 
jobber and lease it back to him, to enable him to 
obtain a bank loan; construction of new stations 
may be financed the same way. The company will 
also make a direct loan secured by a first mortgage 
“on desirable marketing properties.” 

The distributor must furnish a minimum of 25% 
of the total investment or have an equivalent equity 
in the land. Loans are normally amortized over a 
10-to-15 year period; lease agreements usually 
provide for renewal options for one or more five- 
year periods. 

Kerr-McGee also provides co-operative adver- 
tising: it supplies materials free and pays 50% of 
jobber or dealer space and time costs. This aid 
may be limited to 0.125¢ per gal. of gasoline sold. 
It may also be withheld from jobbers “receiving 
price protection.” 

@ Credit card emphasis. The company has set 
up a special credit card promotion section in its 
advertising department. Its purpose is to devise 
methods to expand the number of Deep Rock 
credit card holders. 

Kermac started putting out its own credit card 
only a year ago, and this is the first concentrated 
drive to get the cards of all customers. 


@ Paint and maintenance. Under this new pro- 
gram, the company dispatches a “housekeeping 
truck” equipped with materials and skilled person- 
nel for refurbishing a service station or bulk plant. 

When a jobber calls the company truck in to 
spruce up his properties, the truck and staff come 
to work for him at a “less than cost” price. In 
fact, he usually pays only the square-foot painting 
expense. 

@ Station Styling. The company’s “Look Ahead 
Look” is designed to encourage jobbers to build 
new stations according to five basic designs. It 
also encourages them to liven up older stations. 
The aim is for greater uniformity. 

Kerr-McGee is offering architectural and build- 
ing aid for the first time to all jobbers and dealers. 
This covers everything from evaluating a station 
site through plans and specifications. A Kermac 
booklet invites distributors to take advantage “of 
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Kerr-McGee’s purchasing power, by allowing us to 
assist in the purchase of new equipment needed for 
your stations.” 

The booklet explains how Deep Rock stations 
can be made to look uniform by using white paint 
with blue and yellow trim. It urges jobbers and 
dealers to carry their paint programs inside the 
stations as well as outside. And it explains how to 
get bids on paint jobs and “what to do when the 
painter comes.” 


Expanding from a Solid Base 


Kerr-McGee now has 552 jobbers buying its 
gasoline and other products; 407 of them sell under 
the Deep Rock brand and 145 under private brands. 

Deep Rock has added 181 jobbers in the past 
five years, mostly in Oklahoma (56), Minnesota 
(22), Arkansas (18), Illinois (14) and Iowa (14). 
During the same period, 118 have left Kerr-McGee 
for other suppliers—a net gain of 63. The biggest 
losses have occurred in Illinois (25), Iowa (23), 
Minnesota (20) and Wisconsin (20). 

Also during the past five years, 349 outlets have 
started flying the Deep Rock flag, giving the com- 
pany a total of 887. The additions have been 
mostly in Oklahoma (147), Missouri (63) and 
Arkansas (57). 

Today, Deep Rock branded jobbers sell 54% 
of Kerr-McGee’s gasoline output from its 40,000 
b/d refining capacity, and 36% of its heating oil 
output. Private brand jobbers buy 30% of the 
gasoline and 18% of its heating oils. Other refiners 
account for 15% of its gasoline and 46% of its 
heating oils. Only 1% of the company’s gasoline 
is sold through company-operated outlets. 

Spreading the Word—To tell jobbers and dealers 
about its plans, Kerr-McGee’s marketing staff con- 
ducted sales meetings throughout its territory last 
spring. Dealers were called in with jobbers for the 
first time. 

The meetings also covered the independent job- 
ber’s position in today’s market, the industry’s pres- 
ent and future, and how and why Kerr-McGee is 
dedicated to improving the jobber’s position. 

J. J. Kelly, vice president for branded market- 
ing, has this to say about the old Deep Rock mar- 
keting philosophy that is now Kerr-McGee’s: 

“Wherever good independent jobbers are avail- 
able, we have found they cannot be matched by 
company operations for efficiency of distribution. 

“The independent jobber is a valued and inte- 
gral part of his community, not just a hired man. 
The sales results from the incentives and pride at 
owning and running your own business cannot be 
matched by one out of a hundred 9-to-5 employes, 
whether salaried or . . . commission.” n 











What to Watch for When the 


FOR OIL MARKETERS, the new models will 
mean more headaches than ever. But the picture 
will have some bright spots. 


In a model year that was supposed to bring 
only minor changes, there will be plenty of major 
ones (see above) as well as fresh service and fuel- 
ing problems. Here’s a detailed report, based on 
advance data from manufacturers. 


Engines and Fuels: Getting Hotter 


Compression ratios will climb to an average 
9.66:1, from a low of 8.25:1 to 10.5:1. About 
32% of new production* will have ratios of 10:1 
or higher. In 1957, only about 9% did. 

About 42% will be between 9:1 and 10:1. So 
about 64% of production will be 9:1 or more. 

About 49% of cars will require premium fuels, 
on the basis of makers’ recommendations. but 
12% will carry a regular recommendation, though 
they hit 9.5:1 in compression ratio. Says one en- 
gineer, “What is a premium fuel? With multigrades 
on the market, how do we indicate whether we 
mean the old-fashioned premium or one above it?” 


Detroit men say some new cars will need every- 
thing a super-premium can offer, especially after 
they’ve been driven a few thousand miles. They 


*All percentages in this report are weighted according 
to anticipated production by both model and make of 
car. They do not include Studebaker-Packard data, which 
was not available in advance. 
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add that some regular recommendations were made 
on the assumption that regulars will go up in 
octane rating. 

There will probably be more V-8 engines, though 
one maker is planning a bigger push on 6-cylinder 
cars. Reasons: to grab more of the fleet market, 
compete with foreign cars in fuel economy. How- 
ever, it looks as if V-8’s will account for 84.3% of 
domestic production. 

Again, horsepower will be up. The Detroit end 
of the auto industry has agreed to soft-pedal it, 
but car dealers may not. 


Lubrication: Less of It Needed 


Recommended oil change intervals are longer. 
Not one maker calls for 1,000-mile changes. About 
39.5% of new cars will need 2,000-mile changes, 
on the basis of recommendations; 7% will need 
3,000-mile changes and 52.4% will need over- 
4,000-mile changes. Weighted average oil change 
interval for all cars: 3,343 miles. 

Chassis lube fittings continue to diminish. The 
average is 10.7 per car, against 12.6 in 1957 and 
15.6 in 1956. The 1,000-mile lube interval holds: 
about 83.6% of new cars call for it. About 15.2% 
call for it every 2,000 miles. 

Crankcase capacity is up. Average refill capacity, 
with filter change, will be 5.6 qt. per car, against 


By HOLGER RIDDER 
NPN Automotive Editor 
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‘58 Model Cars Arrive 


4.8 for 1957. Most cars are up a quart over last 
year. 

Automatic transmission refills are down. Average 
capacity is 8.7 qt., against 9.3 in 1957. Some 
models will have only a 3.5 qt. refill capacity. 
Average AT drain interval will be 20,256 miles. 
Range of recommended intervals: 12,000 to 25,000 
miles. 

About 83.3% of new cars will offer AT as 
optional equipment, and 15.6% will make it 
standard. The remaining 1% is undecided. 

About 45% of cars will have partial or full 
flow filters as standard; the latter is most popular. 
Throw-away filters are growing in popularity: 
21.5% of cars will offer them. 

Average rear axle capacity will be 4.6 pints— 
but about 53.7% of new cars will recommend no 
drain, except for overhaul or replacement. About 
24.1% call for 10,000-mile drains, 21.1% for 
20,000-mile drains. 


Fuel Systems: Some New Wrinkles 


Average fuel tank capacity will be 20 gal. About 
53% of cars will have fill pipes in the center of 
the rear quarter below the truck lid. The rest will 
be on the left: 29% in the rear fender, 16% under 
the tail light. 

Fuel injection engines seem to have arrived. 
Twenty models (32.5% of production) will offer 
it optionally; last year only Chevrolet had it. 
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Another new development will be the debut of the 
Bendix fuel injection system. 


TBA and Services: Plenty of Changes 


Dual headlights will take over. Only 
a year old, they'll be standard in 97% of cars, 
optional in 1.9%. 

About 91.3% of cars will have 14-inch tires. 
The rest will have 15-inchers. In the 14-inch field, 
48.4% of cars will have 7.50 X 14 tires; 30.5% 
will have 8.00 X 14. 

Goodyear’s Captive Air tire is catching on. At 
least three station wagon models (three-seaters) 
will use it, sporting four tires and no space for a 
spare. Five sedan models will use the tire but 
furnish a spare. 

Average coolant capacity will be up: it’s about 
19.8 qt., up a quart from 1957. At least one car 
will come equipped with “year-round” antifreeze. 

Electric windshield wipers are gaining. About 
39.7% of cars will have them, against 17% in 
1957. Wipers themselves will be longer, more 
sweeping. Windshield washers will be standard on 
7.6% of cars, optional on all the others. 

The 14mm spark plug stays in front. About 67% 
of cars will be equipped with it, the rest with 18mm 
sizes. Hydraulic valve lifters will also be on 67%. 

There will be more paper air filters. About 68% 
of cars will have them, against 44% in 1957. 
About 25% will have oil bath filters, against 38% 





Automotive 


Ford’s Edsel: First fully new make brought out by the Big Three since 1938, it has its debut this month 


BRAND NEW and loudly touted, 
the Edsel line will include 18 
models in four series. It will also 
make three more strides toward the 
concept of a self-servicing car: 

e Centralized lubrication (Lin- 
coln Engineering’s Multi-Luber) is 


actuated each time the engine is 
started. A push-button will over- 
ride the feature on long trips where 
more lubrication may be needed. 

e A rheopectic grease developed 
by Standard Oil Co. (Indiana) is 
used in the lube system. The liquid 


lubricant attains the consistency of 
a chassis grease under pressure, 
eliminates dripping in event of 
over-lubrication. 

e Brakes adjust themselves auto- 
matically when the car backs up— 
leaving one less job for the station. 


(Begins on page 126) 
in 1957. Only 7% will have the oil wetted type. 

Spread of paper filters may cut servicing revenue 
for stations now charging for it. But sale of paper 
element replacements should offset the loss. Re- 
placement recommendations for the paper type 
element range from 5,000 to 10,000 miles. Some 
makers will recommend against cleaning the paper 
element between changes. 

Dual exhaust systems are winning favor. They'll 
be standard on 16% of cars, optional on 75.8%. 
Air conditioning will be installed on at least 6%. 

Power brakes will be standard on 6%, optional 
on 92%. One make (the Edsel) has self-adjusting 
brakes. Power steering will be standard in 10.5%, 
optional on 87.9%. 

Air suspension is leaping ahead, too. About 
70% of new cars will have it as optional or 
standard. Only Chrysler will stay away from it. 

Parts will be more accessible this year, especially 
on spark plug replacement. At least one make has 
redesigned the engine block so that plugs can be 
removed or replaced without a lot of plumbing 
disconnections, removal of rocker arm covers, and 
so on. In a number of makes, the oil filter has been 
made more accessible. 

About 60% of cars will have batteries on the 
right side and 40% on the left. The left-siders are 
all to the front of the engine, the others to the rear 
of the engine compartment. 


Styling: More Complications Coming 


Everybody (except Chrysler) is redesigning 
radically this year in a billion-dollar attempt to 
catch the consumer’s eye. Cars will be fancier and 
finnier, but only three style changes will have im- 
portant effects on oil marketers: 

e Longer length. At least half a dozen makes 


will be longer (as much as three inches over-all), 
about half a dozen the same, one shorter. Longer 
cars not only mean parking problems; they’re 
awkward in average station bays and driveways, 
especially during rush hours. 


e Lower ground clearance. On at least two 
makes, it will be cut down to five inches or less 
(one will be only four and a half). That could 
create more station servicing problems. 


e More unitized bodies. Two more makes will 
join American Motors in producing unitized bodies, 
making a total of eight models with frameless con- 
struction. That means dealers will need to take 
extra care in the use of frame contact hoists when 
unitized bodies are involved. (NPN—June, p177) 


All told, four makes (including the new Edsel, 
above) will be basically new cars and nine will 
make drastic enough changes to look like com- 
pletely new versions. 


One styling change—the trend to more massive 
fender, windshield and bumper-and-grille units— 
will particularly effect service operations doing 
heavy repairs. Damage to a small part of these 
units may necessitate replacement of the entire 
piece, raising the job ticket substantially. 


There'll also be a different look to traffic as a 
whole: more foreign cars. The smaller-sized equip- 
ment these cars take is something to account for in 
inventory-planning (NPN—Aug., p 129). e 


Want More Information .. . 


on ‘58 car statistics? It's available in special tables 
showing nine year trends in engine types, com- 
pression ratios, premium needs and chassis lubrica- 
tion. You can have it by writing The Editor, Na- 
tional Petroleum News, 330 W. 42nd St., New 
York 36, N.Y. 
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This oil heat distributor’s burner service men... 


Fuel Oil 


always put their best foot forward. Reason: 


They re Wearing Bootees Now 


Shoe covers make a big hit with housewives by keeping floors clean. 
Word-of-mouth advertising builds good will and new business 


“!'M GETTING TO BE KNOWN as the man 
with the bootees,” says Ray Nathan happily. 

Stacked up against some of its competitors, the 
Ray Nathan Oil Co. is small (1,400 accounts, 
three delivery trucks, three burner service men). 
But service, not size, is the yardstick used by this 
Freeport, L. I., distributor. And bootees are the 
latest gimmick in the service line. 


Here’s What Bootees Do 


Each burner man is supplied with five pairs of 
bootees. He carries two clean pairs at all times, 
with one pair strapped to his tool kit. 

When a housewife opens her door to him, he 
excuses himself for a second, reaches down to his 
tool kit for the bootees, and has them on in sec- 
onds. Then he’s ready for a spotless entrance. 

It’s important, Nathan says, that bootees be put 
on while the housewife watches. Burner men could 
put them on while waiting for the door to open. 
But most of the effect would be lost if the house- 
wife didn’t see him doing it. 
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The housewife’s eyes bulge as she looks on, 
says Nathan. If she asks questions, she’s told 
bootees will keep her house clean and that they’re 
another part of Nathan’s clean burner service. 

Women’s comments on bootees, Nathan says, 
ran “into the hundreds.” Nathan got a line on their 
reactions by letters, phone calls, and in person. 
A typical reaction: “Mr. Nathan, I just want to tell 
you that in all my years, I’ve never seen a service 
man take the trouble to put on those white covers 
to keep my floors clean.” 

Many new accounts are customer-recommended. 
“We always ask them why they come to us for oil. 
And bootees have been high on the list of reasons 
why,” says Nathan. 


How the Program Was Born 


“I’m always on the lookout for new things, new 
ideas,” Nathan says. A, little over a year ago, he 
looked over his operation. His burner mechanics 
were in clean uniforms presenting a neat appear- 
ance. (Continued on page 130) 
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(Begins on page 129) 


“But something was still missing,” Nathan says. 
“I knew that many times a housewife would spread 
papers on the floor before she let a burner mechanic 
in her home. Our mechanics had newspapers on 
their trucks if the woman of the house didn’t hap- 
pen to have any.” 

“I knew, too,” Nathan says, “that in 99% of 
the homes my men had to track through some 
part of the house—either the living room or the 
kitchen—to get to the burner in the basement. 
When a mechanic comes from the outside, his shoes 
are bound to be dirty. 

Suddenly (one morning at 4 o’clock) Nathan got 
the bootee idea. “I woke up and I had it,” he says. 

The next morning Nathan explained the idea to 
his mother, whom he describes as “an old-fashioned 
person, who can sew.” Within minutes she had made 
the first pair, using some apron material. 


How They’re Made 


Selecting proper material for more bootees was 
the next step. “We needed something with fairly 


long life, because bootees would get rough wear,” 
Nathan says. “We wanted white as a symbol of 
cleanliness, and because it would catch the eye.” 
If dyed goods were used, it would be hard to tell 
if the bootees were clean. 

Nathan, with his mother’s help, settled on In- 
dian Head brand of white cotton. “It’s tough 
stuff,” he says. 

Nathan’s bootees are one-piece jobs, sewn at 
the front and then turned inside out so the seam 
is hidden. The top is folded down as a hem to 
hold a strip of elastic tape. Elastic gives each 
bootee a tight fit to keep them over the shoes. 

Bootees cost about $1 a pair. “And they are 
well worth it,” Nathan says. Cotton goods come 
to about 89¢ a yard, and a yard is enough to make 
a pair. Tape comes to about 10¢ a pair. Labor, 
which involves cutting the pattern and sewing, is 
gratis from his mother. 

Nathan’s bootee washing bill is nil. “The men 
take the bootees home for their wives to wash. 
They are no trouble. Just toss them into the ma- 
chine with the rest of the wash,” Nathan explains. 


Here are four more “clean-heat" ideas you can use 


The bootee program, now in its second year, is 
only one of several Nathan techniques designed to 
upgrade burner service and keep customers happy 
with their oil-heat installations. Here are four more: 


® White cotton gloves. This idea was hatched 
two years ago by one of Nathan’s service men. 
Gloves cost 20¢ a pair, and like bootees, are taken 
home to be washed. 

“The men use them when they work on thermo- 
stats,” Nathan explains. “In that way, they won’t 
leave an oil smudge on the housewife’s painted or 
papered walls.” 


@ Uniforms. Nathan put his truck drivers and 
burner mechanics in uniform three years ago. “We 
did it for appearance,” he says. Up to that time, 
men wore any type of work clothes. And it was a 
tough job getting them to put on clean work 
clothes. “Now,” Nathan says, “with all of them 
wearing the same outfit, they look as if they belong 
to a top-notch organization. And they look cleaner.” 

Nathan’s uniforms are made of dark blue cloth 
—a lighter material would show up dirt more read- 
ily—with gold lettering. First names of employes 
are embroidered on the shirt or jacket front, with 
the company’s name across the back. In that way, 
both employe and company are identified. Nathan 
says he wants customers to know his men by their 
first names because it creates closer, friendlier ties. 

To start out, Nathan bought uniforms—but after 
two months, he switched to renting. “The men were 
told to keep their uniforms clean but we soon found 
out that their wives didn’t like putting dirty uni- 
forms in their washers,” Nathan says. Stubborn 


stains refused to go away. It made extra work for 
wives, who were expected to iron work clothes. 

Before he switched to renting uniforms from a 
local cleaning service, Nathan sold his uniforms to 
the cleaning service at almost what he paid for 
them. 

Now, summer and winter, Nathan’s men get 
three clean uniforms a week. A complete uniform 
includes coverall, shirt, pants, Eisenhower jacket 
and visor-type cap with changeable cover. The 
jacket and cap are part of the winter issue. 

The service costs $3.50 per week per man. The 
tab is divided equally between each man and the 
company. 


@ Floor coverings. Men in clean uniforms, white 
gloves and bootees must also work as cleanly as 
possible to keep customers satisfied. That’s why 
Nathan’s burner men spread sheets of heavy build- 
ing paper on basement floors before going to work. 
Building paper is much tougher than newspaper, 
Nathan points out. With all work done on this 
heavy paper, there are no oil spots or soot to clean 
up (or forget) when the job’s done. By folding or 
rolling the paper, mechanics can take what dirt they 
made out with them. 


© Clean rolling stock. Neatness at Freeport goes 
beyond the men and their work; it also includes 
the delivery and service trucks. 

“We spend about $2,000 a year to have our 
rolling stock washed an average of twice a week,” 
Nathan says. The work is handled by the service 
station operator who leases part of the —_—s 
where Nathan has his offices. 
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buginegs-bui 


Now, for a modest investment, you can capture a 

bigger share of the BIG consumer market. 

Here, from a single source is every pump you need to 
cement current customer relations—win new bulk users to 
long-term loyalty. Tokheim offers a High-Vacuum 

Hand Pump, an Electric Power Pump, a Portable Electric 
Power Pump. Each embraces the very latest refinements 
in construction, operating efficiency, convenience. 

Sales are steadier, fuel deliveries bigger, maintenance 
less. Service is easier and safer. Your low 

initial investment pays off big—for years to come. 

See your Tokheim representative soon! 


MODEL 688 High-Vacuum Hand 
Pump features bung adapter that 
swivels! Thread suction tube in or 
out of drum quickly, easily. When 
installed, swing pump handle to any 
position, lock securely with wing 
nut. Sliding suction tube adjusts 
self to tank depth. Requires mini- 
mum maintenance. For many liq- 
ulds, from diesel fuel to castor oil. 


MODEL 44 Portable Electric 
Power Pump quickly pays for itself 
in time, manpower and effort saved. 
Compact—only 23” high. Delivers 
approx. 10 g.p.m. Rotary gear pump 
with built-in by-pass valve. \% h.p. 
explosion-proof motor. Adjustable 
sliding suction tube. For skid tanks, 
or underground tanks. Guaranteed 
for one full year. A real value. 


Write for literature on any of above pumps. 


General Products Division 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 WABASH AVENUE SINCE 1901 


FORT WAYNE 1, INDIANA 


Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, inc., Shelbyville, indiana 
Factory Branch: 475 Ninth Street, San Francisco 3, California 


In Canada: Tokheim-Reeder of Ca 


ltd., 205 Yonge Street, Toronto, Ontario 
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Serve all your consumer pumping needs with this 


Iding trio 


NEW MODEL 48 Electric Power 
Pump features high-vacuum rotary 
gear-type pumping unit . . . improved 
horizontal register dial... convenient 
nozzle boot right on the front. Smart, 
weatherproof, welded-steel housing. 
Built-in check valve and by-pass 
valve. Removable strainer screen. 
Assures safe, speedy, simplified 
service ...minimum maintenancel 





the WEAVER? TWIN Post LiFT 


handles them all... 


“FRAME” fype 
yift CAN'T! 


1957 CADILLAC “Fleetwood,” wheelbase 149%” raised on a 
Weaver Twin Post Lift . . . This can not be done on any “Frame” 
Type Lift. 





1957 FORD “Fairlane,” wheelbase 118’— raised on the same 


Weaver Twin Post Lift shown in Picture No. 1. Front post is ad- 
g | to kK Al wh ih. 





A 


A “frame” type lift is suitable only for 
certain applications. It definitely cannot 
handle some of the 1957 model vehicles 
such as the long wheelbase Cadillacs. 


Re oniiareee FP 


1957 “RAMBLER,” wheelbase 108’— also raised on the same Twin 
Post shown in pictures No. 1 and No. 2... This Weaver Lift has 


been in service over 20 years. 


PICTURES 1-2-3 TELL A CONVINCING STORY... 


The Weaver Twin Post Lift handles ALL 1957 model 
Cars — or older models — long, medium or short wheel- 
base... This great all-purpose lift is rail-less, and pro- 
vides unobstructed chassis accessibility — lifts cars at 
outer ends of lower control arms for proper Ball Joint 
lubrication. 

Because of its utility and anti-obsolencence qualities 
the Twin Post should be the NUMBER ONE lift in 
every gasoline service station. Available with adjustable 
wheelbase range from 40” minimum to any desired 


maximum and, the Model EC-103 Twin Post is the 
only passenger ‘car size lift capable of handling trucks 
weighing up to 8,000 Ibs. per axle— and still in pas- 
senger car lift price range. Twin Post Lifts are available 
either air-oil or electric-oil operated. 

Weaver also makes a “frame” type lift for those who 
choose a lift of very limited utility. For general service 
you can’t beat the Twin Post. It handles them all — 
safely, without damage to vehicle. 

FOR DETAILS — write us for Bulletin NP-457. 


No car has ever obsoleted the Weaver Twin Post Lift! 


WEAVER MANUFACTURING CO., SPRINGFIELD, ILL., U.S.A, 


SERVICE SHOP EQUIPMENT 


Complete Weaver line includes: Twin Post Lifts . . . Triple Post Lifts . te Single yo 
.. Car 


Roll-on, Free-Wheel and Frame Type Lifts . . . eee 


Washers . . . Wheel A Headlight Testers . . 


Bumper Lift . 
. Brake Testers 





. ++ Wheel Balancing Equipment .» . Jacks . > . Wheel Dollies . . . and Air Compressors, 
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6 Ways to Cut Service Calls 


HANDLE HEATING OILS with care all along 
the distribution route to keep contamination as 
low as possible. That way, its refined-in potential 
for trouble-free burner operation will pay off for 
you. 


Techniques for proper handling were spelled out 
at Oil-Heat Institute’s Boston convention by E. W. 
Cole, chemical engineer at Texaco Research Cen- 
ter, Beacon, N. Y. Some of his rules: 


Always keep tank bottoms as low and as 
sweet as possible. 

Product going into storage, Cole says, always 
churns up some water and sediment. If oil emulsi- 
fies with water and sediment, it can clog filters 
and screens of home burners. Product settles faster 
if water is as sweet as possible and free from sedi- 
ment. In 60°-70° weather, a clean tank settles in 
a day; in colder weather or with a dirty tank, it 
may take a week. 


2 Adopt a regular tank cleaning schedule; 
check customers’ tanks. 

Tanks should be inspected and cleaned every 3-5 
years, Cole suggests. Check for possible rust spots. 
Inside of tank can be coated with either a plastic- 
type spray or paint. Warning: coatings can crack, 
so don’t send a man with hobnail shoes into the 
tank. 


In home tanks, dipstick and water paste will give 
you a reading of any excessive moisture buildup 
and tank deposits. Sediment drops out readily from 
a dry fuel, but with moisture in the tank, an emul- 
sion can form that will coat filters. 

Check the condition of a new account’s equip- 
ment before first delivery. It doesn’t make much 
sense to put clean oil in a dirty tank. 


3 Fill and draw alternately from two tanks 
of product, if possible. 

This, Cole says, gives product time to settle. The 
water and sediment problem has worsened because 
of fuel consumption increase. Unchanged terminal 
facilities now handle many times their intended 
volume, leading to a cut in settling time, with water 
and sediment passing on to the customer’s tank. 


4 Use different equipment for different 
grades of product. 

Contaminated oil means poor burner ignition and 
dirty burning. Complete segregation of product 
handling systems and clean trucks will end a lot of 
such contamination. Separate trucks should be used 
for different products. And all tanks should have 
separate loading and unloading lines. This cuts risk 
of having sediment from tankers and transports re- 
maining in lines going through the rack into trucks. 
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5 Equip tanks with bottom sumps or catch 
basins. 

Here are three methods to remove water and 
sediment: (1) Shape the tank bottom like an in- 
verted cone, with a water drain at the cone point; 
(2) Leave bottom flat, with three or more sumps 
located on a circle between tank center and outer 
wall; (3) Dish up bottom so that water drains to 
outer wall. Cone design is best because tank center 
will always be at low point, even if tank shifts. On 
overhead storage tanks, tip them to one end so 
water can be drained. 


6 _ install cartridge-type filters between tank 
and rack. 

They'll remove sediment that didn’t settle out 
in tank. But separation slows down in cold weather 
as viscosity of oil increases. Heating the oil speeds 
up separation. Filter cartridge sliming can be cut 
by use of heating blankets. Too much slime cuts 
filter through put. 


And Don’t Overlook These Points: 

Because combustion efficiency and good opera- 
tion are involved, it’s a good idea to learn more 
about burner adjustment in relation to burner and 
fuel types, says Bob Gilmartin, Gulf Oil Corp. 
engineer and OHI technical division head. 

Rotary wall-flame burners are sensitive to fuel 
type. Smoke density per CO, setting is higher with 
cat-cracked oils than with straight-run fuel. With 
either type smoke density goes up with boost in 
COz. 

Gun burners with combustion heads are sensitive 
too. But the reaction is different: smoke density goes 
down as CO, increases. Relation between smoke 
density and fuel type is the same as with rotaries. 

Conventional high-pressure gun-type burners are 
not sensitive to fuel type. Change in smoke density 
per CO, setting between fuels is minor. 

Check air inlet openings. To get same combustion 
performance from cat-cracked as straight-run, in- 
crease air inlet opening 15%-200%. 

Learn more about resids. Average test values 
of resids can vary. Take them into account in the 
design, installation, operation of resid burners. If 
allowances are made, no serious performance trou- 
bles should come up. When problems do arise or 
supply source is changed, check with supplier to 
learn as much as you can about his oil. 

Check ail new installations properly. Most deal- 
ers will check out a job once. But at least one 
distributor makes three checks on CO, and stack 
temperatures: (1) at installation, (2) after 6 —— 
(3) after 13th month. 





These Four Needs Make Your 





PLAY NEED: Car is used mostly for recreation— 
sort of an adult toy 

















AGGRESSION NEED: Car is used as a means 
of “pushing others around” 


New DuPont Survey Tells You 


IF YOU KNEW exactly why motorists buy, you’d 
be sitting pretty; you could tailor your sales pitch 
to put their needs and buying motives to work. 

And if you knew what makes motorists anxious 
or uncomfortable, you could make sure it didn’t 
happen in your service stations. 

Getting these facts is the aim of DuPont's new 
survey. Titled Buying Patterns at Service Stations, 
it’s based on extensive interviews with motorists. 
The objective: to find the factors that influence 
motorists’ buying decisions. Not all the findings 
are new, but the survey is a significant addition to 
oil’s consumer research. It’s information you can 
use in planning your advertising and promotion. 

What Makes Them Buy—DuPont says buying 
behavior involves three main elements: 

e Motivations—urges or needs that are even- 
tually translated into action. Motorists’ chief needs 
are play, aggression, conservance and “infavoid- 
ance”—avoidance of being thought inferior (see 
cartoons, above). 

e@ Perception—how a person views a situation. 
His view is shaped by his motivations, anxieties, 
family influence, past experience, and influences 
like advertising. 

e@ Predisposition—a person’s tendency to follow 
a certain behavior pattern. This is determined by 
his perception, and governed to varying degrees by 
specific circumstances. 

Put in a formula, it looks like this: 
MOTIVATIONS Anxiety 
Play Family influence 


Aggression 
Conservance 
“Infavoidance” 


a] 
er 

PERCEPTION #> : Re 3 
= Q 
z 


Experience 
Advertising 


Starting with this formula, DuPont shows how 
its various applications can affect station sales— 
in other words, what personality needs can be 
satisfied by a certain product and the way it is 
merchandised. 


Where to Aim the Pitch 


The survey assumes that if you know the most 
important personality needs each product satisfies, 
you can aim your merchandising at those needs, 
using themes that will trigger the motorist’s impulse 
to buy. Here are the findings: 

Gasoline satisfies aggression and play needs. So 
DuPont suggests themes like “power,” “accelera- 
tion,” “pleasant, trouble-free driving.” 

Motor oil satisfies conservance needs, and to a 
lesser extent, play and aggression. Suggested 
themes: protection of parts, trouble-free operation. 

Tires satisfy play and infavoidance needs—also 
aggression. Suggested themes: appearance, trouble- 
free trips, safety at high speeds. 

Grease satisfies conservance needs. Suggested 
theme: keeps car in good shape. 

Spark plugs satisfy aggression needs—also con- 
servance. Suggested theme: top performance. 

Batteries satisfy play, conservance and aggres- 
sion needs. Suggested themes: trouble-free trips, 
sure starts. 

Polish satisfies infavoidance needs. Suggested 
theme: keeps your car beautiful. 


What Motorists Worry About 
When a motorist*is in a station, says DuPont, his 
buying decisions are shaped by anxieties about two 
things: product quality and services rendered. 
Quality of Product—The survey notes a signifi- 
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CONSERVANCE NEED: Car is an object of 


preservation and maintenance 


AVOIDING INFERIORITY NEED: Car fs 


used to avoid appearing as an “inferior” person 


What Makes Motorists Tick 


cant difference between men and women in their 
concern about getting a good quality product. 

Men are most anxious about motor oil. Tires 
came next, considerably down the scale. Then, fur- 
ther down, came gasoline, grease and batteries. 

Women are most anxious about motor oil and 
tires (probably because they fear the problem of 
changing a tire on the road). Grease, gasoline and 
batteries are not far down the scale. Women, with 
less technical knowledge than men, have a gen- 
eralized anxiety about all products and are less 
selective than men. 

Services Rendered—Again, men and women 
differ in concern about the way products purchased 
are applied to their cars. 

Men show highest anxiety about changing motor 
oil, somewhat less anxiety about repairing tires and 
lubricating the car. Apparently the quality of the 
grease matters less than the way it’s applied. In- 
stalling the battery produces less anxiety, and 
putting in gasoline is at the bottom. 

Women are most anxious about tire repairs, with 
oil change a close second. Somewhat lower are 
lubrication and installing batteries. Gasoline is 
lower, but not as low as on the men’s list. Again 
the women show more generalized anxiety. 


What Influences TBA Buying 


One of the prime motivations in buying tires, 
batteries and antifreeze is the desire for a “deal,” 
DuPont finds. The survey says that doesn’t mean 
the motorist is especially concerned about cost; 
what he really wants is to experience feelings of 
achievement and superiority. It also notes that mo- 
torists seek quality guarantees when they buy TBA 
items. Other DuPont findings: 


Tires—About 55% of motorists are predisposed 
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to buy new tires at locations other than service 
stations—usually tire and auto supply stores or 
Sears Roebuck type operations. More men than 
women feel this way. 

Here’s why these motorists don’t buy tires at 
stations: high cost, lower trade-in value, too small 
a selection (an earlier DuPont survey showed the 
average dealer has 38 new tires in stock). Some 
motorists feel they get better, fresher tire quality, 
or a better credit deal, at other locations. 

Batteries—About 38% of motorists are predis- 
posed to buy new batteries at locations other than 
service stations. Men’s and women’s responses were 
similar. Because batteries cost less than tires, there 
is less reason to seek a deal. 


Reasons given for buying batteries outside sta- 
tions: too expensive at stations, higher quality, 
better selection, and better guarantee elsewhere. 

Antifreeze—About 11% are predisposed to buy 
elsewhere, because of cost and convenience. 


What Influences Gasoline Buying 


What do motorists think is important about gaso- 
line? DuPont reports they think first of grade (pre- 
mium or regular), then of octane rating (high or 
low), cleanliness and purity. Whether it contains 
lead or additives is relatively unimportant and so 
is the color. DuPont says motorists are still aware 
of additives, however. 

When motorists think about a gasoline’s per- 
formance, says DuPont, they think about miles per 
gallon, quick starting in any weather, how smoothly 
it keeps an engine running, how little carbon it 
leaves in an engine, and how much power it gives. 
To a lesser extent they think of how it fires an 
engine, how it prevents knock, how fast it makes 

(Continued on page 136) 





Research 


‘For most drivers it’s the service station—not the brand 


(Begins on page 134) 


the engine accelerate and how fast it can warm up 
a Car. 

These responses show evidence of advertising 
“playback,” says DuPont, showing the importance 
of product advertising on a motorist’s perception 
of the products he buys. 

Grade Preference—About 47% of motorists 
surveyed are predisposed to buy premium, 37% to 
regular. The rest give varying answers. Women are 
more predisposed than men toward premium, and 
premium rates highest in the West and South. 

Motorists predisposed to regular say it’s “good 
enough for my car.” Some say “it’s cheaper,” “car 
runs better,” “it’s an older (or smaller car).” 

Motorists predisposed to premium say cars run 
better, smoother, “gives better mileage,” “better 
pickup and power.” DuPont notes that a motorist 
buys premium to get better mileage even though 
the increase isn’t justified by the cost difference 
between premium and regular. The survey ties this 
in with the urge to bolster the ego seen in TBA 
“deals.” 

Do motorists actually buy the grade they’re pre- 
disposed toward? DuPont says 94% do. But the 
survey adds that its findings can’t be compared 
with actual total sales figures, since it covers only 
private passenger car sales. 


How Motorists Feel About Brands 


Major brands of gasoline are all alike to 76% 
of motorists, says DuPont. Only 24% feel there’s 
a difference. Yet 72% aim to buy just one brand. 

Why this apparent inconsistency? Because three- 
fourths of the one-brand motorists buy at one sta- 
tion, for convenience, personnel, service and credit. 
The rest buy from several stations selling one brand; 
they get satisfaction from the brand and see no 
reason for “jumping around.” 

The significance of this, as seen by DuPont, is 
that for most drivers it’s the service station—not 
the brand of gasoline—that mainly establishes the 
pattern of buying behavior. 


What Influences Station Choice 


Drivers deal with two kinds of service stations: 
those encountered in day-to-day driving and those 
encountered on trips. Here’s what DuPont finds 
motorists look for in each. 

e@ In daily driving: kind of attendant, ease of 
entry, kind of lube job, price of gasoline, availabil- 
ity of mechanic, general looks. Rest rooms were 
low on the list because they are not usually used 
in the day-to-day situation. Credit and tire repairs 
were least mentioned. 

e In trip driving: clean rest rooms, ease of entry, 
general appearance (the only means a stranger has 


of judging a station, and, presumably, its rest 
rooms), price of gasoline. 

Since “kind of attendant” is a key factor in 
choosing a station for day-to-day patronage, Du- 
Pont delves into the important things motorists like 
in attendants. They turn out to be: promptness of 
service, checking oil and water, treatment of car 
(not slamming hood, spilling gasoline or grease), 
friendliness, knowledge of cars, care in putting in 
gasoline and clean appearance. 

Major companies’ stations are quite alike, think 
77% of motorists. About 23% are predisposed to 
buy more than one brand. Only 5% of motorists 
who don’t think major stations are alike, are pre- 
disposed to buy more than one brand. 

Of the motorists who think major stations are 
alike, however, 55% still aim to buy in just one 
station. This supports the idea that individual sta- 
tions play the key role in brand choice. In a sense, 
says DuPont, the individual station is one of the 
best “promotion media” an oil company can have. 
And the ability of the station personnel to make 
the customer feel at ease and well cared for in the 
station is one of the most important factors in a 
station’s success, the survey adds. 


Women Drivers: How to Win Them 


In general, women drivers are ill at ease in serv- 
ice stations, DuPont finds. It’s not a woman’s 
world, and the majority of wives follow their hus- 
bands’ “orders” and suggestions in choosing a 
brand or station and ordering repairs. 

Since women make up only a quarter of the buy- 
ing public at stations, and since most women have 
husbands who make their buying decisions for 
them, DuPont casts “serious doubt . . . on the im- 
portance of women as an important audience for 
service station and brand promotion.” 

Other survey conclusions about women: they 
tend to be more sensitive to differences in stations 
patronized on trips, although they compare closely 
with men in attitude toward stations patronized 
daily. Ease of entry makes a bigger difference to 
them; so do clean rest rooms and prompt service. 

They feel—more than men do—that station 
personnel are alike, and are more predisposed to 
stick to one brand. Promotion aimed at women, 
says DuPont, should seemingly strive to make them 
feel comfortable and at ease in stations, and par- 
ticular stress should be placed on promptness of 
service. Attendants should give women a feeling of 
confidence in the efficiency and know-how of sta- 
tion personnel, to allay their generalized anxiety 
about products and services. 


Credit Cards: Room for More 


Credit is a factor that leads motorists to set 
patterns of patronizing particular brand stations. 
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So, concludes the survey, oil companies should 
make wider use of their credit cards as a tool to 
get more such patterns established. 

DuPont says there’s a “tremendous untapped 
source of potential credit card holders available.” 
The survey shows 59% of motorists are favorably 
predisposed toward cards, but don’t have them. 
Only 16% are opposed in principle. Since 1952, 
the percentage of card-holding motorists has risen 
from 12% to 18%. 


How Motorists Look at Price Wars 


Even if it means leaving their regular brands or 
stations, 40% of motorists are predisposed to take 
advantage of a price war, DuPont says. 

In actual fact, says the survey, 26% do take 
advantage of price wars. Motorists who have little 
experience with price wars feel they can save by 
the price reduction, while drivers with more experi- 
ence feel the savings don’t offset the convenience, 
friendship and better service they get from their 
regular stations. Many motorists are wary of a 
quality differential in price wars. 


What ‘Brand Loyalty’ Means 


After checking predispositions with actual be- 
havior, the survey concludes that there are four 
types of brand loyalty among drivers: 

True Brand Loyalty—Motorists perceive brands 
as different, are predisposed to buy one brand, and 
are convinced that this brand best satisfies their 
quality and price needs. Such people comprise 20% 
of motorists. 

Derived Loyalty — Motorists perceive major 
brands as alike, but are predisposed to buy at one 
station because of convenience, friendship, service. 
This group comprises 39% of motorists. 


of gasoline—that establishes the pattern of buying” 


Casual Loyalty—Motorists perceive major brands 
as alike, are still predisposed to one. They could 
easily be swung over, if given sufficient reason. 
They comprise 17% of motorists. 

Directed Loyalty—Motorists purchase a par- 
ticular brand at the direction of another person, 
usually the car owner. They may or may not have 
their own convictions about the brand. They in- 
clude the majority of wives who drive. 

DuPont calls special attention to the “derived 
loyalty” group. For them, the brand of gasoline 
sold seems to be incidental to the station—tre- 
affirming the survey’s emphasis on the individual 
station as a vital promotional medium. 

One marketer who has seen the survey agrees 
100%. “This is where the company can really help 
the dealer to bring brand loyalty into play,” he 
says. “That 39% likes the dealer because he does 
the things they want done, and this is a knack that 
company aid and instruction can help provide.” 


How This Hits the Oil Marketer 


Other marketing men who have seen the survey 
say it’s in line with previous findings, and most 
think it’s an important addition. 


Others note that the survey is open to many con- 
flicting interpretations. For example, it shows 59% 
of motorists favorably disposed toward credit cards, 
and cites this as a rich potential for marketers. But 
one marketer wonders what percentage of this 59% 
would merit cards on the strength of their credit 
ratings. Again, some marketers feel the survey 
downgrades the influence of women. 

Most, however, seem to agree on one thing: the 
survey should provide a good jumping-off place for 
creative thinking on better ways to woo—and win 
—today’s motorist. » 





how to improve jobber efficiency. 


prices for the series of three reports: 


Single copies $1 ea. 
25-99 95¢ ea. 
100-499 85¢ ea. 
500-999 60¢ ea. 





Want Reprints of NPN’s special reports on Today’s Jobber? 


Reprints of our special reports on Today's Jobber are now available. You may find them useful for 
distribution to your friends, customers and business associates. Here's what the three reports cov- 
ered: Number one (May) gave a statistical picture and interpretation of the jobber and his opera- 
tion. Number two (June) evaluates the jobber’s biggest business problems. The final report (July) told 


If you'd like reprints of one, or all of these special reports, please write to: Reader Service Depart- 
ment, National Petroleum News, 330 West 42nd St., New York 36, N.Y. Here is the schedule of 


1 000-1 ,999 
2,000-4,999 
5,000-9,999 
Over 10,000 


50¢ ea. 
40¢ ea. 
30¢ ea. 
20¢ ea. 
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Research 


New Station Building Is Up— 


But Total Rises Only Slightly 


Survey indicates total number of stations is up only 1.5% 
since 1954, though rate of new building is up 63% 


IS THERE service station overbuilding or isn’t 
there? New statistics compiled by NPN’s sister 
publication, Petroleum Week, make some headway 
toward an answer to that question, long a spoiler 
in dealer-supplier relations. 

The figures show the total number of stations 
has increased only 1.5% in the past four years. 
They also indicate that the average dealer’s annual 
gallonage is up 12.8% in the same period. 

That seems to cast some doubt on charges of 
dealers’ being hurt by excessive station building. 
What’s more, the survey indicates the total num- 
ber of stations has risen by only 3,594 since 1954, 
although 20,517 new stations have been built. It 
suggests new construction is replacing obsolete out- 
lets in most cases. 

The rise in the number of stations mus* also be 
studied in the light of these other four-year trends: 

e U. S. population is up 4.3%. The Census 
Bureau estimates a population of 170,981,000 as of 
June 1, 1957, compared to 163,956,000 in 1954. 

e Motor vehicle registrations are up 16.4%. 
NPN estimates total registrations for passenger cars 
and trucks at 66,094,000 for this year, compared 
with 57,712,092 in 1954. 

e Gasoline demand is up 17.7%. The Bureau of 
Mines forecasts a demand of 1.447-billion bbl. this 
year, against 1.230-billion in 1954. 

These figures seem to bear out supplier conten- 
tions that many complaints of “overbuilding” are 
just protests against normal competition for cus- 
tomers. Major marketers generally seem to feel that 
most dealers will profit in the long run from new 
construction and modernization that raise the stand- 
ards of service. 

But dealer associations are focussing on the rate 
of new station building, which the survey shows is 
up 63.4% this year over 1954. And Petroleum 
Week’s figures are national, while many observers 
point out that overbuilding is often a local problem. 

Suppliers themselves concede that eagerness for 
more gallonage may bring on uneconomic station 
building in some areas. They add that any marketer 


can make a mistake in sizing up the potential of a 
new market area. One Midwest major, for instance, 
had five stations, some new, shut down recently in 
a three-town area with a total population of 110,- 
000—in addition to several in operation. 

Nevertheless, suppliers rank serving new mar- 
kets first among reasons for new station building. 

Petroleum Week's figures are based on confi- 
dential reports from 26 key suppliers. That in itself 
creates a difficulty in settling the overbuilding 
question: dealer and jobber groups question the 
accuracy of supplier information. 

“I don’t believe it.” That’s what Cash B. Hawley, 
president of the National Council of Petroleum Re- 
tailers, says of the increase in average gallonage 
reported by suppliers. Hawley adds that dealers 
won't believe in that small a percentage of increase 
in stations, either. He says an NCPR survey in 
Michigan showed the average gallonage going 
down, rather than up—and that new stations being 
built there far exceed the old ones being shut down. 

In the tables at right, companies do not appear in 
the same order in each table. They are ranked ac- 
cording to 1956 standing for each question. Fifteen 
companies reported only outlets earning a majority 
of income from the sale of petroleum products and 
services: 11 companies included all outlets. Ll 


Why new stations are built 


1S RI AES sucess 
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Total stations at year-end; Up 1.5% = New stations built each year: Up 637 


Compan herd 
(by 1956 1957 ce | 1957 
rank) 1954 1955 1956 (est.) “et ) 954 1956 (est.) 
36,410 36,376 36,432 36,284 970 970° 
24,500 (est.) 25,200 (est.) 26,000 (est.) 26,800 ty 2 874 1,745 
24,783 25,253 25,264 25,672 396 3 
24,002 (est.) 23,934 (est.) 23,540 (est.) 23,200f 413 371 
22,678 23,139 23,071 23,400 pod 346(est.) 368 Cest.) 


18,300 17,644 16,558 16,000 : 999 355 
16,512 16,683 16,267 16,315 } 994 959 
10,067 9,718 9,378 9,755 934 276 

8,479 8,568 8,956 9,200 170 917 
8,502 8,311 8,401 8,493 203 


8,181 8,044 8,179 8,400 

5,042 5,225 5,629 5,841 | 188 
5,565 5,520 5,424 5,350 161 
4,730 4,847 4,928 5,081 | 148 
4,566 4,722 4,693 4,650 4 148 


3,961 4,054 4,054 4,054 
5 2,743 2,799 2,838 
2,614 2,664 2,714 2,718 
965 1,005 1,116 1,175 
(est.) (est.) 
540 710 962 


828 825 
689 783 
670 660 
327 448 
330 445 

33 95 


235,850 237,237 237,336 239,444 ; 
% Increase 0.6% . 0.9% ed 3,969 4,568 
Increase, '57 over '54 1.5% : % Increase 15.1% 20.3% 


t Not reported; zw estimate to keep totals comparable. j ncrease, '57 over '54 
t t ; 
Includes dealer, salary and branded distributor outlets. * Not reported; 1956 figure repeated. 
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Stations remodeled each year: Down 14% es Average dealer gallonage: Up 12% 


Company 
(by 1956 1957 
rank) 1954 1955 1956 (est.) 
240,000 246,000 254,000 260,000 
198,097 214,877 296,257 238,276 
154,512 152,340 150,228 152,400 
121,000 159,000 149,000 155,000 
134,452 142,323 147,873 155,089 


117,132 128,796 142,224 154,000 
131,844 131,400 
119,000 140,000 
119,863 130,000 
117,500 130,900 


124,000 

132,000 

125,000 

; 117,500 
112,184 115,506 


104,916 


WOONOA Vib WH 


COON VWNH 


82,933 
aes ee : 59,010 58,842 
1,670 1,742 


% Change +4.3% 2,499,477 2,649,233 2,720,199 2,819,321 


’ ' ’ Unweighted 
% Change, '54 to '57 6% average 119,023 126,154 199,533 134,953 
' i 27% 36% 


. figure increase 6.0% 
* Not reported; 1956 repeated. cheer "57 over '54 12.8% 
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BP (Canada)’s new plastic canopy can take the weight of five feet of snow and ice 


Plastic Canopies Move North 


THERE’S A NEW COMPANY marketing in east- 
ern Canada now—and, not surprisingly, it’s the 
company to come up with a new station design 
feature. 

The company is BP (Canada) Ltd., a subsidiary 
of British Petroleum Co. It started marketing in 
Canada in May. 

The design is a plastic canopy. It’s the first in 
Canada, and possibly the first plastic canopy to be 
erected north of the Gulf Coast: Continental Oil 
Co. seems to be the only major marketer using 
plastic canopies in the U.S. 

BP (Canada) now has 56 outlets in Quebec, 
mostly older stations picked up from independents. 
It has built two spanking new ones in Montreal, and 
there are a dozen more under construction in the 
southern part of the province. The company expects 
to have three basic station designs—standard, in- 
termediate and junior—with the canopy a feature 
of the standard model. Some intermediate outlets 
may have a canopy, too. 

The canopy is expected to play an important 
part in marketing under Canada’s cold, snowy 


winter weather. A motorist doesn’t mind getting 
out of his car when he’s protected from overhead, 
and the attendant is likelier to provide that extra 
bit of service. 

By contrast, Conoco says it’s restricted its plastic 
canopies to the Gulf Coast area because the weight 
of snow and ice would be a problem farther north. 
Canopies generally are the exception in Canada and 
the northeastern U.S. 


What's in a Plastic Canopy? 


Plastic, of course, is the chief ingredient. BP 
(Canada)’s is made of glass-reinforced corrugated 
plastic with the trade name “Polyrein.” It’s trans- 
lucent with a slight yellowish cast. A steel frame of 
standard angles, channels and H-beam sections 
supports it. It can take a uniform loading pressure 
of 60 Ibs. per sq. ft. 

The Canadian canopy’s dimensions vary from 
site to site, but the basic width is 14 ft. and the 
length about 52 ft. 6 in. It generally extends 18 ft. 
from the face of the office to the first pump island, 
another 24 ft. to the second island, and 10 ft. 6 in. 
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. - » While Conoco uses its plastic canopy in the South to filter out the sun’s heat 


From Their Southern Cradle 


beyond that. That puts the total area at 735 sq. ft. 

Conoco’s canopy is similar, though the pattern 
of steel girders is different (pictures). It’s trans- 
lucent and made of a yellow corrugated fiberglas 
plastic called “Corrolux.” Conoco does not restrict 
its canopies to rectangular shapes. 

Fire hazards are sometimes considered a problem 
with plastic canopies, and BP (Canada) has a fire 
retardant built in. General Petroleum originally 
planned to put plastic roofs between conventional 
steel canopies at its Disneyland station (NPN— 
June ’56, p 106). The local fire marshal refused to 
permit the use of plastic, however, and GP had to 
settle for louvered steel. Conoco hasn’t run into 
these difficulties. 


Plastic vs. Steel 


Lightness and luminosity are plastic’s advantages 
over the conventional steel canopy, say BP (Can- 
ada) officials. They say they didn’t weigh one 
against the other, however; they designed the plastic 
canopy themselves and decided only on a basis of 
canopy vs. no canopy. 
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Conoco’s C. B. Popkin, manager of design and 
construction, prefers plastic because it filters out 
many of the sun’s heat rays, lets light through, has a 
pleasing appearance and low maintenance costs. 

Original costs also play a part in choosing plastic 
canopies. Conoco estimates its plastic canopy costs 
about $2.50 a sq. ft. compared to $3 for steel. 

Butler Manufacturing, which makes steel and 
aluminum canopies and says it could supply plastic 
ones, puts the cost of plastic at 2.5 times the cost of 
galvanized steel and 1.5 times the cost of aluminum. 

It seems as though you pays your money—on a 
square foot basis—and you takes your choice. BP’s 
canopy costs $3,000, better than $4 a sq. ft. But 
company officials point out that a straight com- 
parison with U.S. costs is not realistic, because 
the canopy must be strong enough to withstand five 
feet of snow. 

BP’s standard model station costs about $40,000 
with canopy. That includes equipment but not land 
or improvements to land. Canadians will see lots 
of them, and lots of canopies, as the company 
begins to move across Canada. ® 











1885 — The first internal-combustion engine car — 
by Benz 


1955 —The first creative-packaging 
was introduced by GLOBE , 


Historians disagree on the absolute birth- 
day of modern motoring, but Karl Benz 
did build the first internal-combustion 
engine car. And there’s no argument at 
all about Globe’s battery contributions 
.- not only pioneering dry-charged bat- 
teries, but first to package all elements 
together for the simplest, swiftest battery 
activation ever known. 


It’s this fast, this easy, this important . . 
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How to Plan Antifreeze Stocks 


@ Demand will rise at least 3% annually for the next eight years 





@ Turbine engines won't affect the market before 1965 





@ Glycol is 80% of total volume, against 55% three years ago 





MARKET GROWTH is tied to expanding car 
registrations and rising tractor use, explains Dow 
Chemical Co. in the study that provides the figures 
above. Here’s the average antifreeze requirement 
per vehicle: 


@ 1.65 gal. per passenger car 

@ 1.98 gal. per truck 

@ 2.54 gal. per tractor 

Passenger cars account for 73.2% of demand, 
trucks 17%, tractors 9.8%. 

Outlook—There’s no sign of any shift now 
from engines with conventional cooling systems. 
Outlook for the gas turbine looks less favorable 
today than it did two years ago, says Dow. Even 
turbine proponents think it will be 1965 before 
they appear in passenger cars. Even then, Dow 
observes, it will be some time before the turbine 
makes other engines obsolete. 

Free piston engines can be either air- or water- 
cooled, but they are “probably no farther along 
than the gas turbine.” Both the free piston and 
the gas turbine are future possibilities, but Dow 
does not expect either can be adopted in sufficient 
numbers to have any adverse effect on the anti- 
freeze market by 1965. 

Glycol Trend—A significant rise in the use of 
glycol, or permanent-type antifreeze in the past few 
years has put it into a dominant position in the 
market. If that trend continues, glycol demand will 
accelerate faster than the total antifreeze market. 

Glycol sales could get a boost from another 
quarter. Campaigns to educate the car owner on 
the wisdom of discarding glycol antifreeze at the 
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end of a single season seem to be making slow but 
steady progress. 


Re-use is a serious drag on the market, though. 
Dow estimates 40% of all glycol customers use 
their antifreeze more than one season. For the most 
part, the re-use period is two years, which means 
that on the average only half of this 40% are in 
the market in any one year. 

While spot checks indicate glycol re-use is on 
the wane, the total antifreeze market today could 
be 122-million gal. if re-use didn’t exist. This com- 
pares with estimated sales of 102,819,000 gal., or 
a difference of 15.6% lost because of re-use. The 
Dow estimate differs from the 107-million gallons 
reported by the Chemical Specialties Manufac- 
turers Assn. The latter is an estimate for the 
calendar year 1956, while the Dow figure is-for 
the 1956-57 winter. 

The CSMA report shows that 80% of glycol 
and 47% of methanol (or non-permanent) sales 
were in gallon cans; 15% of glycol and 20% of 
methanol were in quart cans; and the balance were 
sales from bulk containers. Prevailing retail prices 
were $3.25 gal. for glycol and $1.60 gal. for 
methanol. Aggregate retail sales were estimated at 
$275-million. 

Sales by Regions—The low ratio of 68% glycol 
to total antifreeze sales occurs in the northeastern 
states. From there the proportion rises in gradual 
steps southward and westward to a high point on 
the Pacific Coast. Washington, Oregon and Cali- 
fornia top the list with 96% in each. 

The table below shows the proportion of per- 


manent to non-permanent in all states last year: 





- 6646 BONUS ASSORTMENT 


7 Cans (175 Patches) No. 6626-25 NYLON REINFORCED 
PATCHES—Squoare patch cures 
into. round shape. Designed 
specifically for tubeless tire 


puncture repairs up to 4". 


5 Cans (200 Patches) No. 6606-40 SMALL DIAMOND 
PATCHES—Size 1-11/16” x 1-29/32” for tube puncture re- 
pairs up to 1/2”. 


2 Cans (40 Patches) No. 6605-20 LARGE DIAMOND 
PATCHES—Size 1-15/16” x 3” heavy duty patch for tube 
repair of holes, cuts or tears. 


No. 5230-S ELECTRIC BUFFING 
TOOL—Buffs tubes and tubeless 
tires quickly, easily, thoroughly 
for perfect patch adhesion. 











DILLECTRIC 


ELECTRICALLY VULCANIZED 
REPAIRS FOR TUBES AND 
TUBELESS TIRES 


Get in now on this big extra profit opportunity with 
America’s finest repair service. Get the specially low- 
priced new electric powered E-Z Buffer that makes perfect 
buffing jobs fast and easy. Get the generous bonus of 
patches included free with this complete Dillectric 
Special Offer Assortment. You'll profit handsomely by 
buying your Dillectric patch supplies, now. 


YOUR COST 


2—Cans No. 6605-20 @ 1.98 per can 
5—Cans No. 6606-40 @ 1.85 per can 
5—Cans No. 6626-25 @ 1.60 per can 
2—Cans No. 6626-25 @ 1.60 per can 
1—No. 5230-S Elect. Buffer @ $13.85 
SPECIAL 10.00 


Total $38.26 Value for only $31.21 


% YOUR PROFIT 
40 Large Diamond Repairs @ $1.50 ea. ......$ 60.00 
200 Small Diamond Repairs @ 1.25 ea. ........ 250.00 
175 Nylon-Reinforced Repairs @ 1.50 ea. .. 262.50 
Total Selling Price $572.50 


Gouy eC Less Your Cost 31.21 
“4 Poy (SAT? 

ORDER NOW 

from your supplier 


MANUFACTURING COMPANY 








700 East 82nd St., Cleveland 3, Ohio 
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Price displays like this one add up to one sure thing . . . 


Tires—Batteries—Accessories 





Tire Buys Are Here to Stay 


If you take a dim view of the haggling and horse trading that occurs 
whenever dealers and tire buyers get together, maybe you're ignoring 
some basic facts of life . . . 


DON’T LOOK DOWN on the TBA 
department because all its tire pro- 
motion talks price. There’s a good 

we reason for it. It 
meets a_ deeply 
rooted buyer at- 
titude that can’t 
be changed. 

People who 

aren’t in the thick 
of tire selling 
question the need 
for the wobbly 
pricing, tricky dis- 
counts, and gen- 
eral horse trading 
that seems so pre- 
valent. Above all, they can’t see any 
sense in the persistent, all-year use of 
low price appeal. What’s salesmanship 
for, they ask, if not to talk up the 
virtues of your product in order to 
justify a fair price? 
You Need to Know—lIf you're in oil 
marketing, in any capacity even re- 
motely concerned with the resale of 
gasoline through stations, you ought 
to have at least a speaking acquaint- 
ance with a few fundamental facts 
about tire selling. 

Even if you're only interested in 
furthering the sale of other TBA 
goods you still have to understand 
how tire selling is related to what 
your're selling. 


By F. C. Sturtevant 
TBA Editor 


You need this because you’re going 
to see tire selling grow into a place 
of much more importance in a deal- 
er’s life. That’s because it’s becoming 
clearer every day that sales training 
for the dealer might as well begin 
with tires. If he can sell tires, he can 
sell anything. 

His gallonage will go up, his motor 
oil sales will be healthy, he'll do 
better on lubrication, filters, fan belts 
and plugs. You’re on your way to 
making him a merchant instead of a 
mechanic, and that’s the kind of a 
dealer that can pay the rent on your 
big new stations. 


Why Sell on Price? 


Most dealers have a hard time ad- 
justing to the different approach need- 
ed to sell tires. Perhaps that is natural 
when you compare the customer’s 
buying attitude. He comes in for gaso- 
line but doesn’t ask for a quotation 
before his tank is filled. 

No one dickers over the price of an 
oil change or lube job, and the only 
time a dealer has to think of the cost 
of a new filter, battery cable, or 
radiator hose is when he figures the 
bill. 

Of the whole list of petroleum and 
TBA products, only two require a 
quotation before the sale is made: 
tires and batteries. A customer may 
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buy a battery without haggling over 
price, but never tires. 

The Reason—For one thing, there’s 
usually more money involved in a 
tire purchase. Tires account for at 
least half of a dealer’s TBA volume, 
and by the same token a tire purchase 
looms large in the car owner’s mind. 

It makes no difference that tires 
are a motoring necessity. Eventually 
every owner either has to buy new 
tires or buy a new car. 

A good percentage of motorists 
will eventually pay something extra 
for white sidewalls, just because they 
like to look at them. Only a third of 
them will wind up buying the cheaper, 
second-line tires—the kind that are 
featured in all the price-appeal, bar- 
gain-sale advertising. 

But before they buy anything—in 
fact before they even listen to the 
dealer’s story—99% of them will ask: 
“How much?” 

At one time there were many pro- 
tests against this state of affairs. Oil 
men, and some rubber men, too. 
blamed the public’s attitude on the 
price advertising done by the large 
rubber companies. These tremendous 
campaigns every year have a lot to 
do with whetting the bargain appetite. 

Test of Time—Somewhere in the 
past a tire marketer discovered a way 


(Continued on page 146) 
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(Begins on page 145) 


to stimulate tire sales. He discovered 
that if you advertised a low price you 
could induce many owners to come 
in and talk tires now—owners who 
might otherwise put it off. 

Once he made contact with the tire 
prospect he found he could persuade 
him to buy a better tire than the one 
he advertised, and at a more profit- 
able price. Since then the technique 
of advertising price to attract the 
prospect, and “selling him up” after 
you get him in, has become wide- 
spread. 

The price leader idea is hardly 
original. It was used in other lines of 
business long before tire men tried it. 
It was, and is, foreign to the way 
business is done in oil marketing cir- 
cles. You can even argue there’s some- 
thing unethical or deceptive about it. 
But if you face the facts, you'll see 
that if you want to sell tires in today’s 
market you've got to get in there and 
dangle price along with the rest of 
them or the most ethical of tire buyers 
will get their tires elsewhere. 

It’s also true, and perhaps regret- 
table, that after many years of low 
price publicity, the public expects to 
get all its tires at something less than 
list price. In most cases today the 
dealer quotes a list price only to show 
his customer he’s getting a discount. 


Here’s the Dealer Angle 


So the dealer has to learn a new 
concept of list prices, as far as tires 
are concerned. Instead of quoting 
from the book, he has to study his tire 
cost and set his own selling prices. 
Like the new car dealer, he can vary 
his price by sliding the trade-in al- 
lowance up or down. 

He can’t do any of these things 
unless he is convinced that it’s nec- 
essary, and that he can make money 
at it. He has to be shown how he can 
compete with the big tire dealers, the 
chains and mail order stores. 

He has to be shown how and why 
tire pricing is different from the other 
pricing he’s used to. He needs to know 
why it is so many tire prospects start 
off by asking: “How much?” 

Then instead of letting the bargain 
hunter throw him, he can make it 
clear his has low priced tires, too. The 
true selling touch comes when he can 
say: “Yes, we have that $12.95 tire 
(or whatever the price leader may be), 
but you might be better satisfied with 
our Triple X DeLuxe”. 

More and more dealers are ac- 
cepting what TBA departments now 
take for granted: You have to con- 
form to the public attitude about tire 
prices if you want to sell tires. & 
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What's New in Products .. . 





Carrying strap works in the carton . . 


Battery handle 

. . . for Willard storage batteries con- 
sists of three parts. Chief new feature 
is a heavy cardboard band around the 
upper half of the battery, with a built- 
in Fiberglas carrying strap; second 
part is a corrugated board insert to 
carry the weight and protect the 
battery top when batteries are stacked; 
the third part is an outer carton, slotted 


Heater accessory 


. is being marketed by Stewart- 
Warner under the name of “Minit 
Heat.” It’s a combustion-type heater 
hooked up to the cooling system. It 
starts automatically when the engine 
starts and for a short period delivers 
heat at a high rate to the engine 
coolant. At 160 deg. F it shuts off and 
the conventional hot water heater takes 
up the load from there on. The device 
cuts in automatically whenever the 
water temperature drops below 160. 


Specialty line 


. . . has been introduced by National 
Carbon bearing the “Prestone” brand. 
The three new products are Prestone 
Car Polish, Car Wax and Car Wash. 
These are in addition to the Prestone 
radiator chemicals put on the market 
two years ago. Packaging for the new 
products consists of Continental Can’s 
pint F-Style with a turret seal spout 
for Prestone Polish; a wide-mouth, 
8-oz., “tripletite” wax can for Prestone 
Wax; and a one-pound key-opening 
shortening can, with the key fastened 
on the bottom, for Prestone Car Wash. 


- or out of it 


to permit use of the carrying strap. 
The outer carton is built of heavy 
white cardboard with instructions and 
sales copy printed on the smooth sur- 
face. Space is provided for the dealer 
to mark price, guarantee and cost per 
month. The shipping label not only 
identifies the Willard type, but also in- 
cludes a replacement table for quickly 
selecting the right type to fit the car. 


Magnetic flashlight 


. . . has been added to the National 
Carbon line. A built-in permanent 
Alnico magnet makes it easy to mount 
the flashlight anywhere around or 
underneath the hood of a car or on 
the fenders. It can also be used as an 
emergency tail light. 


Whitewall cleaner 


. . . is said to do a thorough job with 
the aid of a soft fibre brush. It has a 
clinging action when sprayed on a tire 
wall. Packaged in pint retail size 
featuring a stackable metal can with 
sprayer. Also available in 1-, 5-, 30- 
and 55-gal. containers, and a special 
5-gal. dispenser can. Manufacturer is 
Gilbreth Co., 1211 Chestnut St., Phila- 
delphia 7, Pa. 


Silver Bullet 


. . . is the new name of an oil filter 
cartridge introduced by Champion 
Laboratories, Inc., a division of Pyroil 
Co., Meriden, Conn. As its name 
implies, the pleated paper cartridge has 
a silver-colored case. 

(Continued on page 147) 
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Oil testing kit 


. . . designed as a resale item to sell 
for $1 to the individual car owner, has 
been put on the market by the Miller 
Co., Marblehead, Mass. It consists of 
a small box containing four corked 
tubes of a chemical fluid. The kit is 
being offered as a way to take the 
guesswork out of oil changing. Instruc- 
tions to the car owner are: Pull out the 
dipstick while the motor is hot, let 15 
to 20 drops fall into one of the tubes 
filling it to a line marker. Shake the 
tube and then allow it to settle. Com- 
pare the width of the sediment band 
formed at the top of tube with a 
chart to determine when it is time to 
change oil, or the filter, or to check 
plugs, air filter, carburetor or distrib- 
utor. 


What Suppliers Are Doing . . . 





“ 
| 6 ee 
At the Fair: Rod Pomroy, Southwest 
TBA Supply Co. sales manager, tries a 
new sales pitch on dealer Chet St. Pierre 


Merchandise fair 


. . » held recently by the Southwest 
TBA Supply Co., brought a crowd of 
service station operators and their 
employes to the company’s enlarged 
warehouse in Long Beach, Cal. The 
two-day event also served as a kick-off 
for Southwest’s annual Hawaiian Holi- 
day sales contest, in which top prizes 
are expense-paid trips to Honolulu. 
Participating manufacturers included: 
Firestone Tire & Rubber Co.; Monkey 
Grip Sales Co.; National Carbon Co.; 
Shur-Gloss Manufacturing Co.; Ale- 
mite Div., Stewart-Warner Corp.; AC 
division, General Motors Corp.; Jack 
P. Hennessy Co.; and Monroe Auto 
Equipment Co. 


Guaranteed radiator protection 


. + . program, similar to those used by 
several midwestern oil companies, will 
be offered to motorists in Humble Oil 
territory. The campaign will be based 
on cooling system inspection. 


EQUIPPED WITH y 


3 


CHANGE AT aaa MILE S 


Air filter sticker 


. . . is now being packed with every 
refill air filter element shipped by 
Purolator. It’s a pressure-sensitive 
sticker designed to adhere to the out- 
side of the filter housing, and gives the 
dealer an easy way to check on the 
type of filter used and the next 
replacement date. 


Firestone batteries 


. .. Carrying 36- and 48-month guar- 
antees now contain the new cobalt and 
silver arsenic compounds and are 
claimed to have 300% more resistance 
to overcharge than minimum SAE 
requirements, as a result. “This new 
battery development,” reads a Fire- 
stone statement, “is considered the 
greatest advance in the field since 
Firestone introduced the dry charge 
battery in 1952.” 


Tire service promotion 


. is now available to purchasers of 
Henderson tire changers, Kemsway 
tire conditioners or the Big Four Magic 
Hand. The manufacturer of these three 
units, Big Four Industries, Inc., Cin- 
cinnati, Ohio, has prepared mailing 
cards, window streamers, handbills and 
newspaper mats that feature the serv- 
ices performed by each piece of 
equipment. 


Industrial tires 


. » » are covered in a new 36-page 
illustrated guide book now available 
from B. F. Goodrich Tire Co. Carries 
information on applications; capacities 
at various speeds; wheel and caster 
combinations; manufacturers’ tire 
specifications; how to change steel 
wheels to rubber-tired wheels in three 
easy steps. Also describes the B. F. 
Goodrich complete line of industrial 
tires, including solids, pneumatics, 
semi-pneumatics and vulcanized-on 
wheels for materials handling equip- 
ment. 
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IF IT’S MADE OF 


IT NEEDS 


Lol WT) 3 


The Approved 
RUBBER LUBRICANT 
RUBBER PARTS AND FITTINGS 


AMERICAN GREASE STICK CO. 





@ Handsome, colorful outer Porta-Pak carton helps sell batteries. 
Color-keyed for quick identification of wet and dry batteries. 

@ Strong, dependable, carrying strap built right in as part of the 
package, makes it easy to stock, install, and service batteries. 

@ And don’t forget, Porta-Pak is available only on Willard 
Batteries. Another merchandising first by Willard. 


Hubert would like to hear from you. Why not fill out and mail the coupon 
today? Happy Hubert will tell you why Porta-Pak keeps Happy, happy. 


Aw! Why dont you fill out this coupon NOW| 


Happy Hubert 
c/o Willard Storage Battery Div. 
246 East 131st Street, Cleveland, Ohio 


OK, Happy, send me the dope on why Porta-Pak 
keeps you happy. 
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Spark plug tool 

. . . for working in close quarters is 
being offered to dealers by the Pure 
Oil Co. at a special price of $13.50 
with an order for 48 AC spark plugs. 
Normal price is $26.56. Special sockets 
that come with the tool are designed 
to grip the plugs firmly. When neces- 
sary, plugs can be removed by rotating 
the end of the handle only. 


Battery service kit 


. consisting of a rubber water 
container, a battery filling syringe and 
a hydrometer is available to British- 
American dealers at a special price. 
Large white panels on each side of the 
container bear the B-A trademark and 
the words, “Battery Service” in large 
letters. 


Tire display racks 


. . . of the large outdoor cabinet type 
have been added to the B. F. Goodrich 
line of tire selling aids. The company 
is offering them in two sizes, a two-bay 
and a three-bay unit. The first holds 
72 tires and the second, 108 tires. 
Dealers may buy them with a down 
payment of 20%, and the balance in 
12 monthly instalments. Price of the 
two-bay rack is $320; the three-bay, 
$380. Both are designed to be per- 
manently anchored to the driveway. 
For mounting on asphalt drives, a 
foundation kit is provided for an extra 
charge of $27. 


Tire repair cabinet 


. . . With a buffer-stitcher, power 
buffer, tire gun and stock of repair 
materials is being offered to Mobil 
dealers as part of three different com- 
binations. With orders of 10 to 24 
new-type Mobil tires, a dealer can buy 
the $28 cabinet for only $10. With 
orders of 25 or more tires or with the 
purchase of a Coast Iron Tireman he 
gets the cabinet free. 


Antifreeze advertising 


. . « by Dow Chemical this fall will 
again urge motorists to get their anti- 
freeze early. Full pages in national 
magazines will use a humorous 
approach and will sell complete cool- 
ing system service rather than just 
antifreeze. Banners, posters and car- 
toon envelope stuffers are available to 
dealers. For oil marketers, Dow pro- 
vides cooling system instructional 
pamphlets, charts, movie and slide 
films in color and sound. 
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Antifreeze film 


. .now available from Olin Mathieson 
is designed to help train service station 
salesmen and boost station profits. The 
film makes the point that antifreeze 
is a big-volume item, second only to 
tires and batteries in dollar sales. It 
also stresses the opportunity offered by 
antifreeze sales to sell related products; 
the advaritages in selling antifreeze 
early in the season; and the importance 
of explaining that “permanent type” 
antifreeze does not offer protection for 
an indefinite period. The film closes 
by reminding the audience that while 
most people come to a service station 
to buy only gasoline, good service can 
make a steady, satisfied customer and 
repeat sales. Arrangements for show- 
ing the film can be made with the 
Automotive Products Dept., Olin 
Mathieson Chemical Corp., Baltimore 
3, Md. 


Seat cover sales 


. were up 10% last year to 12.5- 
million sets and a dollar volume of 
$250-million, according to Textile 
World, a McGraw-Hill publication. 
The industry looks for another 10% 
increase this year. 


News About People .. . 





Gerald A. 

Davis is the new 

TBA manager at 

Sinclair Refining 

Co., New York. 

He succeeds R. 

H. Askin, who 

has been pro- 

moted to sales 

promotion man- 

ager Davis comes 

from Chicago, 

where he was di- 

vision TBA manager for the past three 

years. Before that he was assistant 

district manager for Sinclair at several 

Ohio points, including Toledo and 
Columbus. 


Arthur W. Luedeke has been made 
manager of Commercial Solvents’ 
newly opened Mid-Atlantic office, 
located at 196-202 Blanchard St., 
Newark, N.J. He has been with CSC 
since 1937, most recently as district 
manager of the New York office. The 
new office will serve New Jersey, 
eastern Pennsylvania, Maryland, Dela- 
ware, District of Columbia, Virginia 
and North Carolina. 


Joseph T. Gushue is now assistant 
sales manager of the battery separator 
division of Texon, Inc., S. Hadley 
Falls, Mass. He formerly held a similar 
post with the United States Rubber 
Co., New York. 


J. W. Keener has been elected 
president of the B. F. Goodrich Co., 
succeeding William S. Richardson, 


who has retired. Keener joined B. F. 
Goodrich in 1937 as a research analyst. 
He was made executive vice president 
last year. He has served the U. S. 
Government at various times in con- 
nection with the International Rubber 
Study Group; National Wage Stabili- 
zation Board; Mutual Security Agen- 
cy; and the Secretary of the Army’s 
Civilian Personnel Advisory Commit- 
tee. (Continued on page 151) 





ELIMINATE LOADING RACK HAZARDS 


























INSTALL THE GILBARCO 


ELECTRONIC INDICATING GROUND 


An absolute must for sure protection 
against static sparks during loading or 
unloading operations of tank trucks and 
tank cars in Bulk Plants, Tank Farms 
and Terminals — wherever highly vola- 
tile liquids are handled. When the proper 
ground is established, the indicator 
gives the “go ahead” by means of a light 
or audible signal—eliminates possibility 
of faulty ground due to wiring defects, 


paint, rust or carelessness. 


SAFE - SIMPLE - POSITIVE 
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Constant Flow 
at 20 gallons 
a minute 


Bennett 


Double Action 
BIG Piston Type 


TRANSFER PUMP 


For pumping one gallon or 100, 
Bennett Big G does it easier, 
faster, safer—up to 20 gallons a 
minute and up to a 20 foot lift. 


Bennett Big G hand pumps 
are built with the same preci- 
sion accuracy that have made 
Bennett pumps the standard for 
comparison for accuracy, long 
life and low maintenance cost 
the world over. That’s why you 
find Bennett Big G pumps on 
farms, in garages and service 
stations, on big construction 
jobs, in paint and chemical 
plants, factories and wherever 
dependable, fast, easy-to-use 
transfer pumps are needed. 


Bennett Big G pumps are 
available in a variety of models 
to suit your pumping needs. 


JOHN WOOD COMPANY Bennett Pump Division Muskegon, Michigan 


IN CANADA: JOHN WOOD COMPANY LIMITED Toronto + Montreal » Winnipeg * Vancouver 
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Robert M. Mc- 

Neily, treasurer 

and director of 

sales of the War- 

ner-Patterson Co., 

Chicago, has been 

elected to the 

company’s board 

of directors. For 

the past 12 years 

MeNeily has di- 

rected the sales of 

rey Warner automo- 

tive radiator products. He is a founder 

and past president of the Chicago Oil 
Men’s Club. 


D. N. Smith, vice president of the 
Electric Storage Battery and since 
1954 general manager of the auto- 
motive division, has been moved from 
the division headquarters at Cleveland 
to the corporate general offices in 
Philadelphia. He will retain over-all 
charge of the company’s activitities 
in the automotive field and will also 
supervise the Jordan Electric Products 
division, in Minneapolis, and the Wil- 
lard Storage Battery Co. of Canada., 
Toronto. 

H. R. Trees succeeds Smith as gen- 
eral manager at Cleveland. He has 
been assistant general manager since 
1955. Before that he was vice presi- 
dent of the Carling Brewing Co., 
Cleveland, and treasurer of the Cozier 
Container Corp., also of Cleveland. 


George F. 

Owens has been 

promoted to as- 

sistant sales man- 

ager of the 

Champion Spark 

Plug Co., Toledo. 

He was previous- 

ly district sales 

manager for 

Champion’s cen- 

tral sales zone, 

comprising the 

states of Illinois, Iowa, eastern Mis- 

souri, Nebraska, North and South 
Dakota, Minnesota and Wisconsin. 
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(Continued from page 149) 
TBA Man Suffers Loss 


Roy Maddox, division TBA manager 
for Cities Service Oil Co., lost his home 
with all the family possessions in the 
tornado that struck the Kansas City area 
early this summer. 

His automobile was completely de- 
molished. Mr. and Mrs. Maddox and 
their two sons escaped injury by taking 
refuge away from the danger area. 

In recent years Maddox has contrib- 
uted much personal time and effort to 
the job of handling hotel reservations at 
the annual TBA conventions. In recog- 
nition of his good work, the Oil Indus- 
try TBA Group is raising a fund to aid 
the Maddox family, An appeal circu- 
lated by the officers (chairman Art Sweet, 
Humble Oil, vice chairman Leo Spanu- 
ello, Pure Oil, and secretary-treasurer 
L. B. Sloneker, Phillips, asked that con- 
tributions be limited to $20 maximum 
and sent to L. B. Sloneker, Phillips Pe- 
troleum Co., Bartlesville, Okla., along 
with the donor’s signature on a plain 
white sheet. 

The plan is to reproduce the signa- 
tures on a plaque to be presented to the 
Maddox family along with the proceeds 
of the fund in a lump sum. J 
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Another 

Father-and-Son 
RICHFIELD fj 

Distributor y 















TEAM ON THE BEAM: Sam E. Fast, head man of Independent Richfield 
Distributorship in Middletown, New York, and his son, Sam, Jr., stand proudly 
beside their Porsche 1600 sports car and the trophies won in “Rallye” compe- 
tition. Sam Sr. and Sam Jr. are another Father-and-Son team scoring notably 


with Richfield products. 


An Independent Richfield Distributorship Provides 


For The Future- 


“When I became an Independent 
Richfield Distributor back in 
January 1937, I found the security 
I wanted to provide for my family,” 
says Sam E. Fast. “In addition, I 
found that such a Distributorship 
provides time for fun. While young 
Sam helps me run the business and 
plans to take over when I retire, 
right now we're also enjoying life 
together — fishing, hunting and as 
sports car enthusiasts. 


“Has Richfield helped us grow and 
prosper? You bet they have! Any 
way you look at it, they don’t over- 
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For Fun, Too! 


look a thing in supplier help and 
cooperation. For example — 
Richfield advertising is carefully 
planned to meet a distributor’s par- 
ticular marketing situation. And 
the Richfield name is tops in gaso- 
line, motor oil and fuel oil. Young 
Sam and I heartily recommend an 
Independent Richfield Distributor- 
ship to any man!” 


WOULDN’T YOU, TOO, like to 
become an Independent Richfield 
Distributor... be your own boss... 
the master of your future? Write, 
wire or phone us... now! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 


Serving the Eastern Seaboard from Maine to Florida 
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1: Faster, Easier Resetting: New controlled reset-cycle 
guarantees uniform resetting action. What’s more, reset lever and gas 
nozzle are on the same side . . . no need to walk around the pump. 


2: Fewer Parts: Simplified design has eliminated many moving 
parts ... which means better service with less maintenance. . . a definite 
new factor in control of operating costs. 


3: More Protection for Totalizers: Complete enclosure 
of these vital parts means better overall protection, and guarantees an 
accurate count. 


4: Interlock Feature: Elements are provided in this design to 
assure interlocking. These involve no extra components, other than parts 
which pump manufacturers would have to supply in order to connect the 
computer to elements outside the pump and the pump-motor switch. 
This feature makes sure computer is reset before next sale is made. 


5S: Larger Figures: 16% increase in size of figures . . . and 
placement of the reading line 18° above the horizontal . . . assures easier 
reading than ever before. 


6: Improved Lighting: Lower bank of figures projects slightly 
forward . . . permits light to shine directly on figures . . . and also con- 
tributes to easier reading. 

These new ‘‘built-in skills’ are proofs of 

progress in Veeder-Root’s non-stop ef- 

fort to co-operate with pump manu- 

facturers in giving constantly bettered 

protection and service both to service 

stations and the motoring public. 


For the 
Service 
Station 


VEEDER-ROOT 


VEEDER-ROOT INC. nartrorp, conn. “THE NAME THAT COUNTS", 


152 NATIONAL PETROLEUM NEWS * September, 1957 





% d fo & 
*) ot g 


SERVICE 





pr ¢ 


a" 


In the Southeast, flowers that bloom in the spring (and year round) are a big reason why . . . 


Beauty Pays Off for Orange State 


ORANGE STATE OIL CO., marketer of Cities 
Service products in Florida, has achieved an un- 
usual kind of dual success: 

e It’s almost tripled its gallonage in gasoline, 
heating oils and kerosine since 1950—from 85- 
million gal. in 1950 to 226-million in 1956. Of 
that, 140-million gal. is gasoline. 

e It’s gained ringing praise 
for a beautification program 
that began in Miami and is now 
spreading throughout the state. 
The program calls for extensive 
flower planting around Orange 
State’s modern service stations 
(pictures). 

John B. Turner, vice presi- 
dent of Orange State, gives this 

eg reason for the company’s un- 
By — usual landscaping ideas: 
eat “a “Good community relations, 
as well as drawing more trade, are a part of our 
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plan in building more attractive stations, particu- 
larly in residential areas. There is no reason why 
neighbors of a gasoline station should label it ‘a 
dirty nuisance’ if attention is given to a pleasing 
appearance.” 

Early this year, Orange State received an award 
of merit from Operation Beautyfront, an effort of 
79 Miami civic groups; there was a special cere- 
mony at the new Cities Service station at Biscayne 
Boulevard (U. S. Route 1) and 54th Street in 
Miami. 

The landscaping program was first developed in 
a small way at several stations. Public reception 
was so good that the program was extended to 
embrace more than 30 of the 86 Cities Service 
stations in the greater Miami area. Not only has 
it won considerable newspaper publicity, but tour- 
ists who have stopped at the stations have also 
written letters of commendation to the company. 
Many of them requested credit cards, says Orange 
State. (Continued on page 154) 





Panoramic photo shows that a modern station with king-size frontage can be a striking eye-catcher 


(Begins on page 153) 
Orange State is now encouraging its lessees to 


do similar landscaping around their stations, 
through an education and promotion campaign. “A 
dealer may have beautiful grounds and gardens at 
his home, but it may not have occurred to him 
that it might be possible to do the same thing, in 
a limited way, at his station,” says John B. Turner. 

“We are trying to show him how he can do this 
inexpensively by taking cuttings from his own 
trees and shrubs or flowering plants. We impress 
upon our dealers that part of their success depends 
on what their neighbors think of them and their 
places of business,” Turner continues. 

Orange State has exploited its floral develop- 
ment program further by taking space at a Miami 
flower show. It displayed a 10x16 ft. garden worth 
about $500 and gave it away free to a lucky visitor. 
The prize offer included replanting the garden at 
any spot in the county. This exhibit, coming after 
garden clubs and other local groups had already 
taken an interest in the company’s landscaping 
work, won more favorable publicity. 

What Upgrading Means—Orange State has over 
700 dealer outlets in Florida, many of them added 
during the past two years. But it’s interested in 
more than in mere numbers—as the landscaping 
indicates. 

The company has been weeding out inadequate 
station sites, such as highway stations with limited 
frontage and those without enough room for effec- 
tive display of products, including TBA. 

“In a built-up, prosperous area like greater 
Miami we do not consider a dealer outlet worth- 
while unless it does a minimum of 25,000 gal. a 
month,” Turner says. “Some do as much as 50,000.” 

He makes the point that “stations built 20 years 
ago with only 50 to 75 ft. frontage have two strikes 
on them to start with. We now insist on a minimum 
of 150 ft.” There are outlets with longer frontages, 


but that makes for a long station—and long photo- 
graph (above). Cities Service’s modern “pylon” 
stations are designed by Henry L. Dreyfuss & Co. 

Back of the Boom—Florida’s growth in popula- 
tion and téurism is famous, and so is the corre- 
sponding growth in oil sales. 

Orange State’s gallonage growth, of course, 
doesn’t depend on beauty aids alone. But it’s not 
just part of the over-all state growth, either: 
Orange State gasoline sales went up about 100% 
from 1950 to 1956; the state’s increase was 68%. 

Turner gives a lot of the credit for growth to 
ideas coming in from the field. At staff meetings, 
he says, “We want them to say, “This is the problem 
and this is what I recommend.’ Some of us may 
disagree with the recommendation, but we’re en- 
couraging every man to think for himself, not to 
expect somebody else to solve all his problems 
for him. Some day these men may be in executive 
positions where they will have to make their own 
decisions. 

“About 90% of our ideas come from our field 
men. They, in turn, get some of their ideas from 
dealers. We ask the dealer, ‘What do you want 
us to do?’ We encourage our dealers in every way 
possible to make as big a success as their abilities 
and locations will permit. Many of them net more 
than $10,000 a year.” 

Keys to Efficiency—Orange State is a subsidiary 
of Arkansas Fuel Oil Corp., which in turn is a 
subsidiary of Cities Service. The Florida company 
has two operating procedures in particular that it 
feels contribute to its efficiency and result in “sub- 
stantial savings:” 

1, Underground storage is used quite exten- 
sively at the company’s 60 bulk plants from Key 
West to Pensacola. Turner says underground stor- 
age is less expensive to build and maintain than 
conventional tankage. “There’s a smaller invest- 
ment,” he remarks, “and it’s cheaper to dig a hole 
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than to build supports. We have also found less 
evaporation for underground storage-” 

2. “Key-stop” deliveries it around-the- 
clock delivery from terminals to bulk plants—at 
lower cost. Transport drivers get the keys to all 
bulk plants on their runs from the terminal dis- 
patcher. The driver then unlocks the gate at the 
bulk station, runs his truck to the storage tank and 
makes his drop without help from other employes. 

Deliveries are therefore possible at any hour of 
the night, and Orange State saves by using trucks 
24 hours a day with three shifts of drivers, thus 
cutting down the size of the fleet. This maximum 
use of trucks is an added advantage because three 
grades of gasoline put greater demand on the 
vehicles. Approximately 150 Cities Service stations 
in Florida are handling the super-premium, which 
accounts for about 7% of the gallonage where it is 
on sale. 

The bulk plants are supplied from three Orange 
State terminals at Port Everglades (350,000 bbl. 
capacity), Jacksonville (220,000 bbl.) and Tampa 
(210,000 bbl.). There are also Arkansas Fuel Oil 
terminals at Panama City, Fla., and Mobile, Ala., 
which supply northwest Florida. 


A Lottery's Lot Is not a Happy One 


Sinclair opened a big batch of stations in Florida 
in mid-July—56 over a three-week period. Twenty 
were in the Tampa Bay area, 19 in the Miami 
area and 16 in Jacksonville. The company pro- 
moted this expansion for all it was worth—full page 
color ads in newspapers and hundreds of give- 
aways, topped by a 1957 Ford, a $2,000 trip to 
Europe for two, and other grand prizes. All “con- 
testants” had to do was step in and sign up. 

Then the Miami state attorney’s office stepped 
in, in the person of assistant attorney John C. 
Wynn. He said there’s a law forbidding lotteries— 
though it had apparently lain dormant for years— 


Cities Service’s big outlet at Biscayne Boulevard and Northeast 7th St. in Miami* 





and that Sinclair was running a lottery. (He also 
clamped down on similar promotions by a depart- 
ment store and a food chain.) 

Sinclair’s promotion was an illegal lottery, said 
Wynn, because something of value was being given 
to someone selected by chance and not on the basis 
of skill, and because there was a “consideration” 
being given to Sinclair for awarding the prizes. He 
considered the increase in business resulting from 
the promotion as a “consideration.” 

A Sinclair official expressed one reaction to the 
idea: “Increase in business? We’re just opening the 
damned stations. How can we know if there’s an 
increase in business?” 

But to comply with the law, the company 
changed the rules of the giveaway. It became a 
contest of skill: complete the phrase “I like Sin- 
clair gasoline because . . .” in 25 words or less. 
The usual rules apply for impartial judging and 
entries becoming the property of Sinclair. 

James J. Delaney, Sinclair’s advertising manager, 
says the issue redounded to Sinclair’s benefit. The 
company took full page ads in five papers to tell 
the story to the people of Miami. Delaney says the 
Miami office switchboarded was flooded with calls, 
most of them expressing anger at the assistant 
attorney and delight with Sinclair’s new plan. 

The Miami contest and new ads were extended 
for a week beyond the original schedule. And 
Delaney reports the best result of all: “We built 
more good will and sold more gasoline than we 
originally expected to.” (Continued on page 156) 





*If you're a camera fan, you may be interested in 

Charles E. Hagel’s shooting method: 
a Folmer-Schwing Cycloramic camera with 
convertible lens with a focal length of 18 in. 
exposure was made at f22 at one-tenth of a second. 
camera is operated by a motor that turns the film 
one direction and the camera in the other. 
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(Continued from page 155) 


Georgia Starts DE 


Members of the Georgia Oil Jobbers 
Assn. will see one of their longtime 
hopes begin to materialize this fall 
‘when their distributive education pro- 
gram gets under way in five cities- 
Atlanta, Macon, Columbus, Augusta, 
and Savannah, Albany, La Grange and 
Rome will added as soon as possible. 

Committees in five cities will 
be made up of jobbers and repre- 


The Rockies 





sentatives of major companies express- 
ing a willingness to help: Amoco, 
Cities Service, Phillips, Shell, Sinclair 
and Pure. 

Walter McKee, GOJA executive 
secretary, expresses the program’s pur- 
pose this way: “A station’s profit po- 
tential rises sharply when it’s properly 
managed. Our supply of such man- 
agers has been short. Now we're going 
to grow our own.” 

Ed A. Lee, chairman of the GOJA 
education committee, is Atlanta com- 
mittee chairman. @ 


Geography Yields to Function 


FRONTIER REFINING CO. has 
reorganized its marketing department 
to put new emphasis on jobber sales. 
Vice president 

William R. Seu- 

ren’s sales depart- 

ment was former- 

ly organized into 

eastern, central 

and western divi- 

sions. Each divi- 

sion manager had 

five salesmen un- 

der him, dealing 

By Frank Pitman With jobber and 
‘ockies Editor dealer sales, and 
supervising company-operated stations. 

Now, Otis Cutright has been named 
coordinator of Frontier’s 70 company- 
operated stations, mostly in Nebraska. 
He will have five assistants. Cutright 
was formerly with Standard Stations, 
Inc. at San Bernardino, Cal., for ten 
years. 

Walter Amen, former eastern man- 
ager, is now sales manager for jobber 
and dealer sales in Iowa, Nebraska, 
South Dakota and Wyoming. His 
counterpart for Colorado, Utah and 
Idaho is Noel Fletcher, former man- 
ager of Arkin Petroleum Co. Frontier 
jobber in Denver. Each will have five 
salesmen under him. 

Seuren expects this new organiza- 
tion to facilitate increases in volume, 
since salesmen won’t have to worry 
about supervising and recruiting per- 
sonnel for company stations. 


Carter Soups It Up 


Carter Oil Co. is one Jersey Stand- 
ard subsidiary that isn’t marketing a 
super-premium. But it has added an 
additive, Vitane, to Carter Extra—and 
says sales volume for the first two 
months after the additive was intro- 
duced is up 16% and 26% respec- 
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tively over the same two months in 
1956. 

Two cities actually doubled sales 
of Carter Extra, the company says. 
They’re Fort Collins, Colo., and Glen- 
dive, Mont., each reporting a 102% 
gain. 


Utoco Marches On 


Utah Oil Refining is planning a 
$16.2-million, five-year expansion 


The West 


program in the intermountain area. 
About $7.8-million will go for expan- 
sion of bulk plant and service station 
facilities. 

Another $8.4-million will be spent 
on manufacturing, mostly to expand 
the Salt Lake City refinery’s capacity 
from 29,000 b/d to 35,000 b/d. 
It will be an all-new facility, with 
the present still going on a standby 
basis. 


Crime Rate Declines 


If you've wondered how effective 
hubcap-marking campaigns are, the 
Denver Auto Theft Bureau has an 
answer for you. Sgt. Dan Levering 
of the bureau says hubcap thefts have 
been cut 70% since Petroleum Re- 
tailers, Inc., started a marking pro- 
gram there. More than 700 Colorado 
stations are providing the free mark- 
ing service for customers. 

The vibragravers used to mark the 
hubcaps cost $4.98 wholesale. James 
(“Buzz”) Coffman, executive director 
of the dealer association, had hoped 
to split the cost between the dealers 
and the insurance companies, but was 
unsuccessful in gaining an agreement. 
The tab is being picked up by the 
association and its members. w 


No More Chasing Octanes? 


SOUTHERN CALIFORNIA private- 
branders hope they can drop out of 
the octane Tace and still get more 
Res =«(Clbusiness. And 
their business is 
pretty good — 
about 20% of the 
Los Angeles basin 
retail volume. 
The private- 
branchers’ lead 
comes from Dan 
Lundberg, head 
of their trade 
group, the Serve 
Corresponde Yourself and 
Multiple ; wel Assn. He says they 
may not have to keep pace with the 
majors because of two factors: (1) 
the growing population of foreign 
cars that get more miles per gallon, 
and (2) Detroit’s publicized de-em- 
hasis of speed and power (see p 126). 
“The minors [Lundberg’s name for 
his members] may well gain great and 
logical increases in lesser-octane vol- 
ume, ” Lundberg says, “if they are 
astute, responsible and earn their 
place in the permanent market by re- 


By Ee Shinn 


sponsible rather than disruptive 
policies.” 

The majors may also have to re- 
evaluate their octane race, Lundberg 
believes. 

His octane-slowdown pronounce- 
ment coincides with a sigificant re- 
organization of SYMPA. Lundberg 
has been elected nominal head, with 
the title of chairman-parliamentarian, 
to fill a vacancy created by the re- 
signation of president Herschel Davis. 
Davis remains on the board. 

The sinificance is that a profes- 
sional trade-association executive is 
assuming a policy-making role in an 
organization whose policy in recent 
years has been set by the gasoline 
marketers. Lundberg used to have the 
task of implementing policy; he was 
executive secretary of SYMPA from 
its founding in the heyday of self- 
service stations. 

He indicates that he will pursue a 
policy of moderation. He says, “I am 
the instrument of those who feel that 
no man owning a station can possibly 
be a objective spokesman. 

(Continued on page 161) 
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CLEAN-burning a6 


a heating oil sales feature that can make you extra profits... 
save you money... increase customer satisfaction 


In today’s highly competitive fuel oil 

market, you can gain three distinct 

advantages by using Du Pont Fuel Oil 

Additive No. 2 (FOA-2): 

1. Win new customers 

2. Save money on expensive contract 
service calls 

3. Increase customer satisfaction 


Here’s why 
FOA-2 contributes to clean burning 
by minimizing deposits in fuel sys- 
tems. So, by advertising and promo- 














Just look at the difference! Filter on left 
was used for 90 days with untreated fuel. Filter 
on right was used for 90 days with same fuel 
to which FOA-2 had been added. 


ting oils that will stay clean, you will 
attract new customers who are tired 
of oil that causes stoppages. 

Sludge-free furnace oil means no 
clogging of filters, strainers, nozzles 
and other burner parts. Burners stay 
in adjustment longer and fewer serv- 
ice calls are required. 


Dispersant action 
DuPont FOA-2 is also a dispersant 
and solubilizer. Over a period of 
time, it reduces pre-formed deposits 
throughout eatire systems. 


Ashless 
FOA-2 burns completely, without leav- 
ing any ash to interfere with the op- 
eration of ignition and stack controls. 
Because of this, it helps reduce chim- 


ney deposits and the possibility of 
puff-backs. 

For best results, DuPont FOA-2 
should be added to freshly prepared 
stocks at the refinery. Small amounts 
are enough to protect most stocks from 
sludge... insure cleaner burning... 
reduce deposits in heating systems... 
prevent nozzle and filter fouling... 
and keep the systems clean. 

E. I. DUPONT DENEMOURS & Co. 
(INC.)—Petroleum Chemicals Divi- 
sion—W ilmington 98, Delaware. 


GU PON 


AES vs. Pat ork 
Better Things for Better Living 
+ + through Chemistry 


Petroleum Chemicals 
E.1. DU PONT DE NEMOURS & CO. (INC.) + Petroleum Chemicals Division - Wilmington 98, Delaware 

















lubrication lift! mechanic's lift! 


FRAME PICK-UP LIFT 


with Airdraulic Jack 








LUBE AND REPAIR JOBS! 


AIRDRAULIC JACK 
IS STURDY 
AND DEPENDABLE 


In more than 30 years of auto lift manufactur- 
ing experience, Rotary has developed a jack 
without equal in the field. Airdraulic (semi-hy- 
draulic) operation is dependable and economi- 
cal. The automatic air bleeder, invented by Ro- 
tary in 1940, assures smooth performance and 
eliminates the need for manual bleeding. Instal- 
lation of the airdraulic jack is simple and inex- 
pensive since there is no external oil tank and 
only a single 2” air line is required from com- 
pressor to air valve to lift. Among the many 
plus features of this superior jack are: 


Hydra-Seal — Proven one- 
piece seal reduces friction, 
eliminates tedious fitting 
and adjustment of packing. 
Anti-Friction Bearings— Pro- 
vide smooth operation, pro- 
tect plunger and permit 
off-center loading. 
Automatic Air Bleeder— 
Prevents air pockets, jumpy 
action. Removes all air 
pockets on each cycle. 
Interior Air Line — Special 
tempered airplane tubing, 
will not bend under rough- 
est handling. 

Stop Ring— Positively pre- 
vents plunger from leaving 
casing . . . an important 
safety feature. 

Airline Connection—Elimi- 
nates fragile street ells and 
swing joints. Simplifies in- 
stallation of the jack. 





ROTARY FRAME PICK-UP 
SUPERSTRUCTURE IS 
VERSATILE, FAST, SAFE 


High-profit lube and repair volume gets a big lift with the 
Rotary Frame Pick-Up. This versatile lift loads fast, lifts 
safely, and makes all undercar parts easy to reach. 


Easy spot wheel grooves (lagged to floor) 


Versatile! Rotating pick-up Extra Safe! The base wraps 
arms lift out of sliding base around runner, gripping it 
to provide additional clear- securely for safety when used 
ance when needed. in outboard position. 


Write for catalogs 


BQUTARY LIFT CoO. 


Division of the Dover Corporation 


Memphis, Tenn.—Chatham, Ontario 


The original manufacturer of hydraulic auto lifts 
... and still the leader 








ched couplings 7 


Four good answers spell better service... bigger profits! 


A PERMANENTLY- 
ATTACHED 
COUPLINGS COST LESS. 
And because modern hose 
is so good... lasts so long 
...re-attachable couplings 


need replacement at about 
the same time hose does. 


A CONTINUING ECONOMY 
WITH PERMANENTLY- 
ATTACHED COUPLINGS. 
Hidden expenses — 

time, paper work, packing, 
shipping, etc.—involved in 
reconditioning of re-attach- 
able couplings eliminated. 


, permanentiy-atiacned 


= 
ATTACHMENT 
ASSURES A MORE PERFECT 
FIT. Permanently-attached 
couplings are machine- 
fitted by experts. You get 


a permanently fitted 
coupling every time. 


COUN 


} 


._ 
COUPLINGS. 
Permanently-attached 
couplings form a firm grip 
with the hose... they won’t 
leak. The ferrule is locked 
to the shank of the coupling, 


preventing creepage. 





(Continued from page 156) 

“Association policy will be to help 
the majors orient themselves to the 
facts of minor marketers’ problems.” 

At the same time, Lundberg blasts 
the majors for a policy of “aggres- 
sive rebates.” He describes an aggres- 
sive rebate as one used to plunge the 
minors’ prices down when they are 
operating above cost. SYMPA will 
not consider rebates aggressive “when 
opposing minors are selling below cost 
or with an obvious intent to plunder 
competing major dealers.” Lundberg 
warns that members who systemati- 
cally disrupt major dealers will not 
be defended by the association against 
major retaliation. 

SYMPA’s reorganization occurred 
before the formation of the Independ- 
ent Brand Gasoline Marketers 
of American (NPN—Aug., p97), so 
there is no connection between the 
two developments. Lundberg has ex- 
pressed interest in IBGMA, which 
started without West Coast representa- 
tion. 


Probe Price Rise (Again) 


Gasoline price increases in Phoen- 
ix, Ariz., prompted Arizona Republi- 
can Sen. Goldwater and Rep. Rhodes 
to ask for an FTC investigation in 
July. FTC Commissioner Sigurd An- 
dersen said one would be forthcom- 
ing. The legislators acted after 
receiving telegrams from the mayor 
and city council of Phoenix. 

Phoenix dealers claimed that their 
“highest gasoline prices in history” 
were the result of major companies 
stopping rebates and subsidies to deal- 
ers. The retail price rose 2¢ to 3¢ after 
a tank wagon increase of 0.3¢. ® 


The East 


Oil Heat Goes TV 


STARTING this month, oil heat pro- 
motion groups in the New York 
metropolitan area 
will tell the oil 
heat story to mil- 
lions of home- 
owners in the na- 
tion’s top heating 
oil market. 
The main push 
will be over tele- 
vision (Channel 7 
at an early even- 
ing hour) four 
li y , days a week. Or- 
East Coast Editor iginally set for 13 
weeks, the oil heat 
program, which features a weather 
forecast, maybe extended to 26 weeks. 
It’s also possible that another TV 


program (weekly over Channel 9) 
may be added to the oil-heat pro- 
motion plans. 

Four promotion groups represent- 
ing five individual markets in the 
New York - New’ Jersey area 
have kicked in $50,000 to get the 
cooperative program off the ground. 

Better Heat With Oil Council of 
New York City, representing New 
York Oil Heating Assn. and Bronx 
Oil Trade Assn., put up half the 
money, with Long Island Oil-Heat 
Institute and Oil Heat Council of 
New Jersey coming across with $10,- 
000 each and Westchester Oil Trade 
Assn. putting up $5,000. 

For area oil men the program is 
a dream come true. Through their 
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separate organizations they couldn’t 
tackle the project alone, because of 
the cost of using mass media such 
as New York TV and radio stations. 
(They did use local programs, stick- 
ing to newspapers and billboards.) 

But now, they think, they can tell 
the oil heat story more effectively 
and at the same time gain some stat- 
ure as sponsors of a TV program. 
That helps make them more com- 
petitive with gas utility companies 
that use TV to plug their fuel. 


Brand Names on the Air 


Socony Mobil Oil Co. is also go- 
ing into TV. Alternating with a 


(Continued on page 162) 








EVERY STATION 


vatiaMa-lasleli-meetelalige] Mol isslelial-| 


NEEDS THIS PROTECTION 


FEATURES 
Utilizes same poppet principle as 
other famous Tokheim vaives 


Simple design—foolproof mecha- 
nism—dependable action 


Easy to install—available with 1/4" 
outlet; 1/4" or 2” inlet 


Not affected by ordinary vibration 
—requires 100 Ib. blow (approx.) 


Externally tamper-proof 


Serves as gate valve—may be shut 
off manually 


There is no substitute 
for TOKHEIM QUALITY! 


TOKHEIM 
impact 
check 


valve 
Model 1098 


e Stops flow instantly « Prevents fire hazard 


Tokheim Model 1098 Impact Check Valve is an important 
safeguard against loss and fire when a remote dispensing ped- 
estal is struck. A sharp blow actuates the valve, shutting off the 
flow of gasoline. The valve is installed just below the island 
level. If the pedestal is severed from its mounting, the supply 
line breaks—as designed—at the shear section, stopping flow 
instantly. Model 1098 does not rely on intense heat for actu- 
ation as do some similar valves. The supply line is closed before 
fire has a chance to start. Write today for new bulletin showing 
the complete line of Tokheim valves. 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 Webash Ave. SINCE 1901 


Fort Wayne I, Ind. 





Subsidiaries; Tokheim N.V., Leiden, Holland—GenPro, inc., Shelbyville, ind. 
Fectory Branch: 475 Ninth Street, Son Francisco 3, California 
in Canada: Tokheim-Reeder ird., 205 Yonge Street, Toronto, Ont. 
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(Continued trom page 161) 
fore-cigarette company, Socony will 
pick up the tab for “Trackdown,” a 
filmed “hoss opera” about Texas Rang- 
ers in the days when water, not oil, was 
the big topic, in the Lone Star State. 

“Trackdown” will promote So- 
cony’s full line: gasoline, motor oil, 
and TBA. Socony says the show 
will be a “powerful marketing sales 
tool 52 weeks of the year.” 

The show will be Socony’s first 


venture into nationwide TV advertis- 
ing. It has been using local TV 
and radio shows — news and sports — 
in many of its markets. 

Crown Central is also hitting the 
air waves—in this case, radio—for 
the first time. At least until Dec. 10, 
its singing commercials about its 
Gold and Silver gasolines will be 
heard once daily, six days a week, 
over a Paterson, N.J., radio station. 
The messages are beamed to an area 





sain — 7 
ans Oil Company 
Loading Rack in Action ..- 


| 


operating with OILCO 
LONG-RANGE LOADER 


To meet the requirements of the in- 
dustry—distributors, bulk plants and 
marketers—Oilco has perfected this 
assembly of extreme long range—a 
new loader which, without re-spot- 
ting, loads transports and tank cars 
in a jiffy. No intricate mechanism. I* 
does its work quickly, easily and 
efficiently. 

This Spring-Matic assembly in- 
cludes No. 150 self-closing, shock- 


Sizes 3” and 4” 


proof loading line valve, and two 
Model 857 swing joints equipped with 
TIMKEN tapered roller bearings to 
insure positive alignment and greater 
friction-free load capacities. 

The above illustration shows a 
new, modern installation rvs wk ta 
24 of these new Spring-Matic loaders 
on two racks, performing the job for 
— it was intended and doing it 
well. 


Write for Folder A-7 for complete description 


OIL EQUIPMENT MANUFACTURING CO. 


VERMON 


NATIONAL 





in which there are a number of Crown 
outlets. 


Rite Hits the Waves 


A Long Island heating oil jobber 
has its own navy. Rite Fuel Corp., 
through its subsidiary Waterway Fuel 
Transport, Inc., now owns a 500,- 
000 gal. diesel-powered tanker. 

The ship, christened Commander 
L (“L” for Lorenzo Caputo, Rite’s 
president), will do the job that con- 
tract barges used to: keeping Rite’s 
4.4-million gal. terminal at Patchoque 
supplied (NPN-—May, p117). 

Commander L will haul heating oil 
for Rite, and gasoline and other 
products for Shell and Gulf, tenants 
at the terminal. Rite’s tanker will be 
making calls at Gulfport, Staten Is- 
land, and Sewaren, N.J. 


Jobbers Learn a Lot 


Empire State Petroleum Assn.’s 
first try at a jobber-management 
conference went over with a bang. 
Held at Cornell University, Ithaca, 
the three-day back-to-school move- 
ment attracted a full house of job- 
bers from all parts of the state. 
Although registrations were limited to 
keep the groups small and intimate, 
more than 30 jobbers showed up. 

They got a line on how they can 
become better business managers, 
what’s involved in the human rela- 
tions side of their managerial work 
and how they can meet finance prob- 
lems. That means particularly keep- 
ing proper records and having them 
ready for inspection by various lend- 
ing agencies. 


See PEF in Action 


New York’s major oil company 
men, independent marketers and 
jobbers who support the Petroleum 
Education Foundation, got a close 
look recently at what their contri- 
butions mean. 

More than 100 of them turned out 
for the dedication of the pertroleum 
division at the city’s newest voca- 
tional high school, William Grady 
High School, Brooklyn, and for rib- 
bon-cutting rites that opened the 
school’s new two-pump, three-bay 
service station. 

They saw 200 students who take 
the four-year course—enrolment will 
be 450 this school year—learning 
how to do ductwork and pipe fitting, 

burners and burner pumps, 
install and check thermostats and 
aquastats, take stack temperatures 
and CO, readings, and adjust burn- 
ers for proper efficiency. 
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In checking over the service sta- 
tion, they saw lifts—both drive-on 
and frame-contact—battery and tire 
display racks, filter equipment, wheel 
balancers, lube equipment, _ tire 
changers and car jacks, headlight 
adjusters, motor and electrical cir- 
cuit analyzers and a complete stock- 
room. 

At a luncheon at the school, they 
were thanked for their work. “We 
never could have launched the pro- 
gram without your help,” they were 
told by Betty Hawley Donnelly, PEF 
secretary. 

The result: Oil men were recep- 
tive to the slight pitch made for 
more assistance. The city has three 
vocational high schools offering pe- 
troleum courses and would like to 
extend the courses to more schools. 


Burner Schools Fire Up 


Oil-Heat Institute of New England 
kicks off its annual oil heat service 
school for northern New England at 
Salem, Mass., this month. Classes 
will be held weekly through Nov. 11. 

Other sessions start in Augusta and 
Portland, Me., and Manchester and 
Keene, N. H. 

Subjects for discussion include 
combustion, nozzles, air patterns and 
drafts; servicing low-pressure burners; 
control systems and zoning; motors 
and transformers; troubleshooting 
wet-heat jobs and hot-water heaters; 
and combustion testing. ” 


The Midwest 





Creating a Market 


EVER WONDER what it’s like to 
“invade” a new market area? Com- 
pared to an _ established market, 
“There’s nothing new —there’s just 
more of it.” That’s the opinion of 
Thomas F. Neal, manager of Sun 
Oil’s new Chicago district. 

He means, for instance, that in an 
established district he might have to 
handle one layout for a new station 
per month. While Sun’s building up 
a Chicago market, it’s a daily thing. 

Neal points out that Sun’s new 
area is not really a Chicago market. 
The company is pushing only into 
the suburbs that ring Chicago, “So 
it’s just a westward expansion of the 
Indiana market.” There are no plans 
now to go into the city itself, and 
Sun will not plan further Illinois 
penetration “until we digest what we 
have,” says marketing vice president 
Willard W. Wright. 


Sun now has over 30 stations in the 
Chicago area and aims for 75 by the 
end of the year. 

Invasion operations begin a year 
ahead of the actual push, Neal says. 
They start with a survey to determine 
an area’s potential gallonage and find 
out what makes a market tick. 

When the data are in, what Neal 
calls Sun’s “portable office” goes to 
work. This is a special development 
group that opened Sun’s Indiana ter- 
ritory in 1955, is now working in 
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Chicago, and will be ready to move on 
when the company has another ter- 
ritory ready. 

The “portable office” includes a 
complete engineering staff, a land 
department, and special dealer train- 
ing units. The land men come up with 
two or three possible sites in each 
neighborhood before making a final 
decision with the district manager. 
Then the engineers may make three or 
four station layouts to be sure they're 
making the best use of the site with 





without major labor or cash outlay. 


here. 


for Jet Fuels. 


SEE HOW OLD DEHYDRATOR UNITS ARE CONVERTED §f 
AND MODERNIZED... WITH NO z 
HOT WORK ...NO PIPING CHANGES 


FILTER! 
SEPARATORS 


NO COST OR OBLIGATION. WRITE NOW. 


HERE’S A COMPLETE REPORT ON 


AIRCRAFT FUEL 
CONTAMINATION 


AND HOW TO WHIP IT. 


BRIGGS OFFERS YOU, FREE this easy to understand aviation filter /seperater 
manual, It's filled with diagrams, photographs, technical and operational 
data covering two years of actual operation on turboprop refueling. 


YOU WILL SEE HOW TO MODERNIZE and upgrede your present Avgas 
Dehydrator units to make them acceptable for use with jet fuels; all 
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for truck refuelers, one of which is pictured 


HERE IS A PHANTOM VIEW of Briggs Con- 
version Kit installed. It’s tested and qvali- 
fied under MIL-S-254 and MiIL-F-8508A 





DEPT. 200, WASHINGTON 16, D.C. 


Name a 


THE BRIGGS FILTRATION COMPANY 


YES! Send me a copy of the report described above. 








Company 


Address 











September, 1957 + NATIONAL PETROLEUM NEWS 





Service is our business, too! 





Parts and service as close as your 
phone...whenever an air compressor 


emergency arises. That’s the job being 
performed today by the nationwide 
network of Kellogg-American Service 
Parts Depots. 

These firms carry a comprehensive 





stock of parts and complete assemblies 
to meet all your compressor needs. 
They are staffed with experienced men 
to do the job fast and right. Check 
this listing of Kellogg-American 
Service Parts Depots . . . there’s one 
in your area waiting to serve you. 





CITY & STATE 








SERVICE PARTS DEPOTS 


LOCATION FIRM CITY & STATE 
Wichita, Kans. 


Oakland, Cal. 
Mass. 





Kellogg Division - Rochester, N. Y. 


Kellogg-American 


164 








(Continued from page 163) 


the smallest investment necessary for 
its improvement. 

The “portable office” idea stems 
from Sun’s theory that a newly devel- 
oped area should widen naturally from 
a recently developed one. 

As far as the new stations go, 
Neal says, “We’re getting the type of 
location we want; the problem is to 
get ‘em at a price we can live with.” 

The type of location Sun wants is 
most often the intersection of a main 
road and a secondary street. The 
intersection of two main traffic ar- 
teries is a mistake, Neal indicates, 
because traffic will jam up there and 
prevent motorists from getting into 
the station easily. He also says, 
“There’s nothing wrong with middle- 
of-the-block sites if visibility is good.” 

Sun feels it creates acceptance 
with comparatively few stations. “The 
number isn’t a factor if you cover 
the area,” says Neal. For the time 
being, Sun is sticking to advertising 
through local suburban newspapers 
and radio stations to create ac- 
ceptance. 

The majority of Sun’s dealers in 
this new market are new to the oil 
business, recruited by newspaper ads 
and word of mouth. They get an aver- 
age of three months training; the 
district recently opened its own 
training center after relying on one 
at Michigan City, Ind. 

Salesmen are also recruited as 
needed, not imported from older Sun 
districts. Neal says that in a develop- 
ing area, a salesman spends more 
time getting new dealers than he would 
in handling a full sales territory. 
And salesmen in a new market must be 
more capable of being their own boss 
than usual, because they’re out in the 
field more. 

Product for Sun’s new district is 
hauled by transport from the Hunting- 
ton, Ind., terminal of the pipe line 
from the company’s Toledo refinery. 


Another Price Formula? 


Many Midwest marketers were 
unhappy with a new price formula 
that made its appearance in late July. 
It bypasses existing contracts, when 
prices in them are not competitive, 
in favor of “low broker” or “low spot” 
offerings in the Great Lakes Pipe 
Line. 

Under the new system, suppliers 
will generally meet, within 0.5¢, any 
offering by an outsider that might 
tempt their jobbers. This applies 
particularly when existing contracts 
call for prices above those offered 
in the open spot market for delivery 
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to the jobber. 

The 0.5¢ difference between the 
spot price and the supplier’s offer 
is supposed to represent the value of 
“brand acceptance” to the jobber. 

Some majors say the new pricing 
was forced on them because they were 
losing too much gallonage to outside 
or independent offerings. One esti- 
mate says that independent gallonage 
now accounts for about 45% of the 
total in the Twin Cities area. 

On the other hand, many majors 
feel they’re breaking down their prices 
for “flimsy” reasons. And some say 
their product acceptance is worth 
more than 1¢, instead of just 0.5¢. 

Independent refiners generally note 
losses in sales under the new formu- 
la. One says the majors are using 
the “protection scheme” to take bus- 
iness away from him in Wisconsin. 
Two jobbers in the Grand Forks, N.D. 
area were reported switching from 
unbranded to major in July, one to 
Conoco and one to Cities Service. 
Each does about 2-million gal. a year 

The areas affected by the system 
include Iowa, Nebraska and Minnesota 
in addition to Wisconsin and the 
Dakotas. 


Vickers Buys Independent 


Vickers Petroleum has acquired 
about 25-million gal. of gasoline 
volume by buying the Kent Oil Co. of 
Salina, Kan. The sale price in the 
complex deal was not announced. 
Vickers gets 23 service stations and 
probably the supply contracts of 15 
other outlets. 

Kent is the oldest independent in the 
area; it was founded by Rex Kent 
in 1921 and has been a strong factor 
ever since. The deal gives Vickers 
Kansas representation it lost when 
Kent Oil changed suppliers about three 
years ago, after buying from Vickers 
for 35 years. 

Rex Kent is retiring. His son, 
Robert A. (Bob) Kent, will be execu- 
tive vice president of Kent Oil as a 
salaried Vickers employe. All Kent 
employes will go on the Vickers pay- 
roll. 

Kent Oil will be established as a 
subsidiary of Vickers. Stock in the 
old Kent Oil Co. will go to Big V 
Oil Co., a stock company—it amounts 
to little more than a change of name. 


One-Man Storm Relief 


Oil distributor Morrell Lewis, of 
Genoa, Ohio, lives a long way from 
Louisiana, scene of Hurricane Aud- 
rey’s destruction. But he used to 
live there, and his parents still do. 

(Continued on page 166) 
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These basic Revere fittings 

















































Fluoresign Outdoor Luminaire 


Revere’s new Fluoresign Outdoor Luminaire is flexible to fit any 
poster display. From a small basic stock of parts, fluorescent illumination 
for any poster length is available by “adding on” Revere lighting com- 
ponents as needed. 











Lightweight aluminum reflectors of 4, 6 and 8 foot lengths may be 
assembled singly, in combination, or in multiples, by using the appropriate 
number of end and center socket housings. 








A high degree of illumination is provided by rapid-start fluorescent 
lamps, which provide 10 times the rated life of incandescent types. 








Simple to stock, simple to install, Revere’s new Fluoresign Outdoor 
Luminaire is designed to make outdoor display lighting more effective, time 
saving and economical. 









Write for Bulletin 300-21 describing Revere’s Fluoresign Outdoor Luminaire. 





Revere Electric Mfg. Co., 6009 Broadway, 
Chicago 40, Ill., UPtown 8-7100 






Available in Canada thru Curtis Lighting, Ltd., 
Leaside, Toronto, Ontario 







OUTDOOR LIGHTING: Industrial » Commercial * Service Stations * Streets * Sports * Airports * Shopping Centers 
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WILL YOUR PUMPING 
BE MODERN TOO? 


When modernizing your plant and equipment, 
you can cut costs by installing positive displace- 
ment Viking Rotary Pumps. You can pump liquids 
ranging from LP-Gas to bunker C with self-prim- 
ing Vikings. You can eliminate uncertain, trouble- 
some gadgets, extra piping, auxiliary equipment, 
etc. 


One Viking does your pumping job from start to 
finish, requiring low horse power and delivering 
high efficiency. 


Vikings have stood the test of time. Many have 
records of 10, 20, 30 and even 40 years with 
little or no maintenance. Over the years, Vikings 
have been improved to meet new problems and 
to give still better pumping service. 


For the pumps that will save you money and 
modernize your pumping, specify Vikings. Ask 
for bulletin 57Sr today. 


VIKING — the leader, 
not a follower, in Rotary Pumps 


i. 


— ¥, >| a 
pee wee, Ae 





© VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. In Canada, it’s "ROTO-KING” pumps 


Offices and Distributors in Principal Cities 


See your Classified Telephone Directory 





(Continued from page 165) 

That’s why he felt a need for organ- 
izing direct relief when Audrey hit. 
So he contacted Rotary clubs in 
Genoa Oak Harbor and Toledo to 
donate old clothing and shoes. 

Then he realized many people 
might be glad to contribute if they 
could deposit the clothing at collection 
centers near their homes. Lewis put 
his oil business contacts to work and 
arranged with major companies in 
Toledo, representing some 800 service 
stations, to have their outlets serve as 
collection centers. 

The organization was so quick that 
some dealers were amazed to have 
clothing bundles dropped at their 
stations—the word had gone out to 
the public before the dealers were 
notified by their suppliers. 

Lewis’s efforts resulted in the 
collection of 20,000 pounds of cloth- 
ing in the first two weeks of the 
drive. 5 


The Southwest 





Storm Signals 


HURRICANE AUDREY didn’t spare 
oil men in causing so much damage 
and loss of life early this summer. She 
virtually wiped 

out two oil dis- 

tributors in Cam- 

eron, La., and 

caused consider- 

able damage to 

station and bulk 

plant properties in 

the Lake Charles, 

La., area, 

The two mar- 
keters who prob- 
ably suffered the By Marvin Reid 
mae Ae OS 
drey were Esso distributor Mark Rich- 
ard and Gulf agent J. W. Doxie in 
Cameron. Others report that both 
men lost all their stations, bulk plants 
and equipment. They salvaged only 
underground storage tanks. 

Richard had an even greater loss. 
His son, daughter-in-law and two 
grandchildren were among those 
killed. 

Harry Huber, Shell jobber in Lake 
Charles, reported wind damage 
amounting to about $10,000 to his oil 
properties and a housing subdivision 
he owns. Damage to his service sta- 
tions and bulk plant alone came to 
about $5,000. 

Principal damage, says Huber, was 
done to station plate glass windows, 
signs, and some roofs. He also lost 
some signs at his bulk plant. 
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“Every single sign pole at all of my 
stations had to be taken up and re- 
installed,” Huber says. “The 105-mph 
wind either blew them down or bent 
them. Plate glass windows were com- 
pletely blown out at two of my sta- 
tions. Others had glass damage in 
varying amounts. 

“Probably the freakiest damage I 
saw happen to my stations was on 
one where the roof was completely 
blown off, but the glass wasn’t dam- 
aged. And island roofs over pumps 
were all blown off.” 

Huber says other marketers in Lake 
Charles experienced about the same 
amount of damage he did. All the 
distributors in Lake Charles pitched 
in to help in rescue activities at 
Cameron. Huber’s men worked for 
three days and nights, supplying gas- 
oline and oil to civilian defense and 
National Guard vehicles. Some with 
boats helped directly to rescue people. 
(Jobbers in other areas helped the 
hurricane victims, too: see Midwest 
column.) 

Hurricane Audrey has caused people 
all along the Texas-Louisiana Gulf 
Coast to be jittery because she came 
much earlier than her sisters have in 
the past. Normally the hurricane sea- 
son in the area starts in late August. 
Now, some people—including weather 
experts—feel the coastal area from 
Brownsville, Tex., to New Orleans is 
in for a number of big blows before 
the year is out. 


Dealer Relations Look Up 


Concern expressed privately up to 
a few months ago by some major- 
company officials in Texas over a 
“too radical” dealer association has 
eased up. 

The main reason: the Texas Service 
Station Dealers Assn. has had a 
change in leaders. The present ones 
seem more inclined to work out 
troubles and misunderstandings inside 
the industry than their predecessors, 
who spent a lot of time complaining 
to newspapers and legislators. 

“It was getting to be a dangerous 
group for a while,” says a major- 
company division manager. “The state- 
ments they were making to the news- 
papers and anybody else who would 
listen were terrible, not only for us 
but for them, too. They were blam- 
ing everything on the majors, from 
loss of business to price wars. They 
kept yakking about how the dealers 
were being put out of business, and 
how no service station dealer could 
make a profit. 

“To read their statements, you got 
the impression that all dealers were 


starving to death, and being beat over 
the head by major oil companies. 
“This kind of talk hurt them as 
much as anybody else. Good dealers 
know other good potential dealers 
have to be attracted to the service sta- 
tion business. These good dealers 
know that one bad dealer represent- 
ing their brand can hurt them all. But 
with the kind of publicity that was 
being put out, how could they expect 
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jobbers and suppliers to find good 
prospective operators? 

“There has been a definite change 
now, though. The group in Austin 
(the association’s headquarters) and 
most of the leaders in the local chap- 
ters are more willing to try and work 
things out among ourselves.” 

Various groups in the Southwest are 
matching the Texas group by showing 
more concern about dealers. 





—and here’s why 


First, this equipment offers the best safeguard 
available for handling cash in this type of business. 
The compact design and ingenious method of an- 
chorage in concrete floors in out-of-the-way places 
makes it almost impossible to twist it by force from 
its connection. Saves space and discourages hold- 
up, too. 


The inner compartment with its own combination 
lock protects money accumulating for bank deposit. 
It may also be equipped with a double key lock to 
make the use of two keys, one in the possession of 
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it’s the most practical safe for service stations — 


H-H>M MONEY DEPOSITORY 


the attendant, the other held by armoured pick-up 
or deposit collector, necessary. The outer compart- 
ment with separate lock and handy, top drop-in 
slot, safeguards change-fund money. 


Heavy cast steel construction. Relocking devices 
deadlock both inner and outer compartments in 
case of attempted burglary. 


For full details on H « H » M Depository protection, 
call your local H » H+ M dealer listed in the Yellow 
Pages of your phone book, or write to factory. 


HERRING - HALL> MARVIN SAFE COMPANY 


Hamilton, Ohio 


Branches in: New York, Chicago, Boston, Detroit, San Francisco, St. Lovis, Houston, 
Atlanta, Philadelphia, Minneapolis, Washington, Dallas, Denver, Kansas City 





DON’T BREAK 


Gorman-Rupp’s exclusive cartridge design 
permits rapid field service with less man- 
hours and spillage control. No need to work 
back to a fitting or flange. Pump and motor 
can be removed and exchanged by unscrew- 
ing a few bolts right at the pump. This is an 


every-model feature for all Gorman-Rupp 
“OQ” Series centrifugal pumps that prime— 
noted for their high efficiency, dependable 
operation and unique safety features. No 
check valves. Covered by the Gorman-Rupp 
plain language guarantee. 


THE GORMAN-RUPP COMPANY 


306 Bowman Street : Manefield, Ohio 
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Transportation 


How to Spot Truck Troubles 


® The method: log all major part failures to see which trucks are out of 





service most often —and why 


® The purpose: to cut downtime before it occurs. Here’s how Sohio’s 
Toledo division is breaking industry ground with this system 





THE 100 TRUCKS in Standard Oil Co. of Ohio’s 
Toledo fleet are the “guinea pigs” in a project de- 
signed to produce a tour-year history of fleet me- 
chanical troubles. 

This kind of problem-log is common in many 
trucking operations, but for the oil industry it’s 
something new. Here’s the way it works. 


How to Keep the Log 


A large chart is ruled off in squares. There’s 
space to make a brief note of the nature of each 
repair job, broken down by mileage, month, and 
15 major repair categories*, There’s one chart for 
each truck; forms are printed on both sides of 
17x22, 32-lb. ledger stock and filed in a post 
binder. 


Object: Catch Repeaters—The idea is to keep 
more trucks on the road for longer periods, by 
spotting repetitious trouble and eliminating it. 
“We're not so much interested in winning argu- 
ments with a truck maker or parts source—it’s 
continuity of truck service we're after,” says Edwin 
L. Martin, division distribution manager. Martin 
never fails to remind his staff that their chief battle 
is always against truck downtime. 


The log should help in this way: If a truck has 
to be laid up three or four times a month for the 
same trouble, that fact is immediately apparent on 
the chart. That gives a chance, says Martin, to go 
after the underlying cause, and clear it up per- 
manently. Thereafter, downtime for that particular 
truck should be considerably less. 

Recurring trouble from the same cause can mean 
any one of several things. This is the way Martin 
analyzes the possibilities: 

@ Perhaps previous repair jobs were not done 
properly. 

© Perhaps faulty parts were installed. 

@ It may be a case of inadequate or undersized 


* Motor overhaul; block, pistons, connecting rods, main 
bearings; rings, valves, timing gears; oil pump and system; 
exhaust manifold, pipe and muffler; fuel system; generator, 
starters, battery regulator; radiator, pump, fan, belts; clutch, 
transmission, driveline; differential, rear axle, bearings, springs; 
front axle, steering gear, bearings, springs; brakes, air com- 
pressor, hydraulic; lights, wiring, body, paint, frame; power 
take-off pump, hose reel, hose, pre. or nozzle; dome cover, 
vents, safety valve, piping manifold. 
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accessory equipment—for example, a generator of 
too small capacity. 


@ The fleet may be using some rebuilt units, 
like fuel pumps, that don’t hold up. 


@ It’s always possible that the particular truck 
is what is sometimes known as a lemon—“al- 
though we would usually discover that without a 
detailed record,” says Martin. 


On the other hand, Sohio may see a warning that 
a particular truck is getting too old to be efficient, 
in which case the company considers it wiser to 
turn it in. 

Dividends—Over the long term Sohio does hope 
to learn that certain trucks are better for their pur- 
pose than others, and that some accessories and 
parts are less likely to fail in their kind of service. 
Right now all they want to do is hunt for whatever 
may be causing repeated breakdowns. 

Scientific Approach—Purpose of having a repair 
log is to give positive information on truck troubles 
rather than impressions gathered from memory 
only. It’s often said by truck drivers, maintenance 
men and truck owners that a certain truck unit, or 
a certain make or model, . . . “gives lots of trouble.” 
A record will answer: What specific trouble? How 
often? 

The plan is far from new, according to M. B. 
Rath, an official of Sohio’s distribution and auto- 
motive department. A former sales engineer, he 
heard of the idea while calling on fleet accounts. 
It’s common practice for bus fleets, for instance, 
to keep a complete history of each bus, says Rath. 
But he knows of no similar plans used by the oil 
industry. 


How It Fits With Other Records 


At this stage the new repair log is an added 
truck record. For instance, the garage now main- 
tains a file of inspection reports. These are the re- 
sult of a regular 2,000-mile inspection routine. 

Another form that goes into the files is a com- 
bination repair order and report. It’s a cost record 
and also a history of repair work in some detail. 

Drivers also have a complaint form to check 
and turn in whenever they find anything at all 
wrong with a truck. The form lists 21 spots where 


(Continued on page 171) 





TUNG-SOL 


Tung-Sol standards of lamp manufacture have been more 

than meeting the performance requirements for American 

car-makers for more than half a century. In the renewal 

field, Tung-Sol's leadership in lamp engineering, in pack- 

aging and sales-aid material helps you maintain lamp 
volume at highest levéls. Keep an eye out for 
customers’ lamp needs and push Tung-Sol for 
profit! 





NEW! FOR 4-HEADLIGHT CARS 
The 5%-inch, 4001 and 4002 12-volt lamps. 4001 has single 


high beam filament. 4002 has double (high and low beam) 
filament. 


Special Introductory Package For 4-Headlight 

si i Car Service. Low-cost introductory package contains four 

Standard 7-inch type: ’ U each 4001 and 4002 5%-inch Vision-Aid Headlamps. Just 
5040-S (6-volt) and 5400-S (12-volt). what you need to take care of immediate service requirements. 


Special For Your Fleet Accounts 


Ruggedized 5440-S has exclusive design 
features to meet toughest service conditions. 
It will get you a lot of fleet business. (Also, 
special miniature types designed for truck 
and bus use.) 











Services 100% of Needs! 


Consists of #10 Tung-Sol Heart Assort- 
ment: 5 flashers on a colorful display 
card. Back-Up Stock Stacker: 5 flashers 
to keep display complete. Service 
Guide: handy direction signal servicing 
instructions plus flasher and lamp re- 
placement chart for a// domestic cars. 
See your Tung-Sol supplier! 


® 
ales le * 
tesretign ‘he have , econ Oi 
os 


‘ ¥ VISION-AID HEADLAMPS + MINIATURE LAMPS + SIGNAL FLASHERS 


Sales Offices: Atlanta, Ga.; Columbus, Ohio; Culver City, Calif.; Dallas, Tex.; Denver, Colo.; Detroit, 
Mich.; Evens. N. J.; Melrose Park, Ill.; Newark, N. Js Philadelphia, Pa.; Seattle, Wash. Canada: 
Montreal, P. Q. 
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(Begins on page 169) 


This is a temporary form, seldom pre- 
served for more than a few days. 

There is some overlapping here, 
but Martin isn’t worrying about it. 
He’s confident the new log will show 
the way to reduced truck downtime. 
If it does it will justify itself, regard- 
less of other records. After enough 
experience has been accumulated, 
Martin believes, something can be 
done to merge, adapt or convert over- 
lapping records. 

Skip Minor Jobs—Before that time, 
Sohio will have the problem of de- 
ciding what repair jobs are worth 
noting in the log. With little past ex- 
perience for guidance, this will have 
to be mostly a trial and error pro- 
cess. But a few things have been 
learned already from preliminary ex- 
perience elsewhere. 

No records are kept on tires, for 
example. Most road injuries to tires 
are accidental and have no relation 
to any other truck parts or to truck 
care. Tread wear in terms of mileage 
may have significance, but the repair 
log is not a handy place for collect- 
ing that type of information. Past 
efforts at following the history of a 
tire casing have not turned up results 
with enough value to pay for the 
time invested. 

A few years ago the Columbus di- 
vision tried out a parts replacement 
and repair log. Bill Collier, Columbus 
garage foreman, started out to keep 
books on everything, including minor 
adjustments. This system turned out 
to be too elaborate, but the basic 
theory carried over in Toledo. 

Now they don’t bother to keep 
track of how many new horns, lights, 
wiper blades and similar small access- 
ories are replaced. There is a con- 
stant call for them, and since they 
affect safety it’s good policy to have 
drivers turn in complaints when they 
have trouble. The driver complaint 
form is designed to take care of such 
replacements automatically. 

Still Evolving—What is essential to 
include in the log is still an open ques- 
tion. The object will be to eliminate 
as much as possible so as to avoid 
useless paper work. Mike Rath men- 
tions a tentative suggestion that $100 
worth of repair work or parts be set 
as the dividing line. 

The final test, however, will always 
be this question: how much does this 
particular repair history contribute to 
keeping the trucks on the road? The 
evolution of the truck log will have 
to follow along those lines. As Martin 
keeps saying, that’s the first objective 
of all truck maintenance. at 


one ok ee 


Equipment 


Avco Mfg. says this unit can be built in a week for under $15,000. It’s the . . . 


Newest Thing in Prefabs 


THERE’S SOME FRESH competition 
in the swelling prefab station field: 
Avco Manufacturing’s American Kit- 
chens Division, out of Connersville, 
Ind. 

Formerly limited to the sink-and- 
basin line, American Kitchens is now 
offering oil marketers a two-bay sta- 
tion with porcelain enamel finish in- 
side and out. Specifications are stand- 
ard, but all colors are available. 

Avco claims cost savings too, 
although no firm price has been re- 
leased. Vice president Curry W. Stoup 
says it'll probably be under $15,000. 

Only one size station—28 ft. by 


40 ft.—will be built, giving a square 
footage of 1,460. The design is re- 
versible, however, for either right or 
left-hand traffic approach. A model 
station has been erected and is open 
for inspection at Connersville. 

Avco says it can erect a station in 
a week. Features claimed include an 
improved pre-stressing process that in- 
sures always-flat panels; saving in 
time through use of driven nails in- 
stead of rivets; an improved method 
of anchoring to concrete base; exclu- 
sive “Namaloy” porcelain to insure 
fade-proof colors; a free-breathing 
wall design that controls condensation. 


What's New in Equipment . . . 





Bowser Bantam 


. .. is the name of a new, low-cost 
gasoline dispenser for use on farms, 
estates, fleets and industrial properties. 
The % hp explosion-proof motor with 
direct-drive rotary pump delivers 12 
gpm. Weatherproof housing has a dial 
with gallon-counter, hose, hanger and 
nozzle holder with switch. Base is cast 
aluminum. Bowser, Inc., 1300 E. 
Creighton Ave., Ft. Wayne, Ind. 


Circle No. 1 on coupon, page 173 


Oil seal cabinet 


... for wall mounting holds a stock of 
front and rear oil seals together with 
Chicago Rawhide’s wheel installation 
tools and mallet. Made of sheet steel 
with double sliding doors, cabinet is 
designed for the convenience of fleet 
repair shops. Chicago Rawhide Manu- 
facturing Co., Elgin, Iil. 
Circle No. 2 on coupon, page 173 
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Gasoline hose 


. . . for service station dispensing 
pumps is claimed to be more durable 
and flexible as a result of a new wire 
reinforcing method. Wire strands are 
said to “float” in rubber and move 
independently of the carcass when it 
is twisted or flexed. Additional 
strength is provided by spiraled rayon 
cord layers over and under the wire. 
Claimed to be impervious to all grades 
of gasoline and diesel fuels and highly 
resistant to sunlight, weathering, oxi- 
dation and abrasion. The rubber re- 
tains good flexibility in sub-zero tem- 
peratures. Made in one size, %4” in- 
side diameter. Manufacturer says this 
is suitable for use on all existing 
makes and models of gasoline dispens- 
ing pumps. Hewitt-Robins, Inc., Stam- 
ford, Conn. 
Circle No. 3 on coupon, page 173 
(Continued on page 173) 
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YOU CAN ALWAYS ADD SALES 
EVEN WHEN YOU CAN'T ADD SPACE 


as shown in this 


“SERVICE STATION 
OF THE MONTH” 


SPEEDY CONOCO SERVICE STATION, KINGSHIGHWAY AND NATURAL BRIDGE ROAD, ST. LOUIS, MO. 


Every square foot will sell more TBA, gas and oil 
with display merchandising fixtures designed by 
Shure “Space-Merchandising” Engineers. 


Write for folder 
showing full line 
and suggested 


arrangements for 
salesroom and THE SYMBOL OF 


luberoom MANUFACTURING CORPORATION _ serter merchanoisinc 


1601 S. HANLEY RD. + ST. LOUIS 17, MO. 
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Equipment 


(Begins on page 171) 


“Lo-Loader” truck 


. features an elevator-like body that 
can be lowered from normal driving 
position to any desired lower level in 
12 seconds on retractable spring pads. 
From a hydraulic control panel lo- 
cated at the outside right rear, the 
vehicle body height can be raised, 
lowered or tilted to conform exactly to 
any loading dock height up to 54 
inches, whether resting on a level, 
uneven or sloped ground surface. The 
Railway Express unit shown in the 
photo has a 16 ft. body and weighs 
10,000 Ibs. It is rated for a 10,000-Ib. 
payload. A variety of body types with 
capacities up to 20,000-Ib. payload 
are available. Thompson Trailer Corp., 
Pikesville 8, Md. 


Circle No. 5 on coupon 


Portable tester 


. for at-the-site hydrostatic testing 
of valves, piping, pump cases, pressure 
vessels and other process equipment. 
Weighs 55 lbs., complete with four 
test-accuracy gages and 8 ft. of hy- 
draulic, flexible tubing that packages 
on the rear of the carrying case cover. 
Farris Engineering Corp., 529 Com- 
mercial Ave., Palisades Park, N. J. 


Circle No. 6 on coupon 


e FOR FURTHER INFORMATION 


Equipment Jobbers Analyze Finances 


A wider volume range is reflected 
for small and medium size firms in 
this year’s annual financial survey of 
oil equipment jobbers. 

In a report circulated to members 
by the National Assn. of Oil Equip- 
ment Jobbers, results have been re- 
grouped for better balance. 

New Categories—The lowest of the 
three volume brackets now takes in 
any firm with sales under $300,000, 
eliminating the former $100,000-a- 
year minimum. 

Biggest change raises the upper limit 
of the middle group from $500,000 to 
$700,000, in line with expanded sales 


Swing check valve 


. . has renewable composition disc to 
protect valve seat from damage due 
to shocks or pulsating pressures. Discs 
can be replaced without removing 
valve body from line. Recommended 
for service on liquid lines where full 
unobstructed flow or minimum re- 
sistance to flow is desired. Available in 
sizes from %” through 2”. Fairbanks 
Co., 393 Lafayette St., New York 3, 
N.Y, 


Circle No. 7 on coupon 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


330 W. 42nd St., New York 36, N. Y. 


Your Inquiry will be forwarded to the manufacturer. Void after Dec., 1957 
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of firms in this group. 

Profit Picture — The middle group 
also reported better profits, averaging 
5.25% of sales, a 1.38% increase 
from the previous year. By contrast 
the lower and upper brackets didn’t 
do as well. Profits declined for the 
small firms by 1.40%; for the large 
companies by 1.58%. 

Considerable variation in profits oc- 
curs within groups, says the report, 
prepared by George W. Underwood &: 
Co., accountants. Better profits are 
earned by those firms doing a good 
volume of commission business, the 
accountants note. # 


Truck tank 


. features hose reel locations that 
allow for discharge to either side with 
either reel; oversize barrel carriers 
equipped with folding shelves for 
handling heavy accessory loads; over- 
size rear bumper bolted direct to 
chassis frame to protect the tank from 
shock or stress, and to guard draw-off 
lines from damage. Manufacturer says 
the Town and Country Platformer is 
designed for easy cleaning. All accu- 
mulated dirt on the platform can be 
washed with a water hose at the same 
time tank and chassis are washed. 
Farrell Manufacturing Co., Joliet, Ill. 


Circle No. 8 on coupon 


Industrial stethoscope 


. developed in Belgium permits a 
maintenance mechanic or engineer to 
listen in on all the internal and exter- 
nal sounds of a running machine. May 
also be used to locate leakages. Sounds 
normally drowned out by other sounds 
may be amplified many times by 
patented regulating device. Price $125 
with carrying case and attachments. 
M. Paquet & Co., Inc., 17 Battery 
Place, New York 4, N. Y. 


Circle No. 9 on coupon 


(Continued on page 174) 
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Make Money 





on added sales 
when you specify 


ASCOT 


INSTANTANEOUS 
Gas Water Heater 


station 








* CAR WASHING: Adjustable to 
right temperature to protect finish, 
yet speed operation, reduce deter- 
gent cost. Greater customer, em- 
ployee satisfaction. 


ENGINE SCALDING: Big profits 
in this easily accomplished new 
source of station revenue. Scalding 
hot water immediately when 
wanted. 


SNOW & ICE MEETING: Bring 
correct temperature water out to 
pump islands for quick car clean 
up. Tremendous customer satis- 
faction. 


so eg Nothing washes 

like good hot water .. . noth- 
ing ne oe so good and clean. Please 
customers, employees all year 
"round. 


ECONOMICAL OPERATION: 

is a miser with gas ... you 
pay to heat water only when you 
use it—no tanks to keep hot. 


The Ascot Instantaneous Gas Water 
Heater is economical to buy, econom- 
ical to operate. Tested and approved 
by major oil companies in many areas. 
Mounts on wall out of way. All the 
hot water you want when you want it! 


SOUTHERN hs 


844 BAROWNE ST. @ NEW ORLEANS 13, LA 
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A price sign. In a word, if’'s a... 


Do-It-Yourself Display Unit 


THIS VERSATILE display fixture 
combination package is designed for 
use on station driveways. The parts 
can be reassembled at will by the sta- 
tion operator to serve several different 
purposes. 

Basic unit is a tubular steel tire bar 
that rides on a welded steel base. 
Base is equipped with ball bearing 
casters with wide neoprene wheels 
that can be locked in position. 

Addition of trays converts the fix- 
ture from a tire rack to a display of 
TBA merchandise or antifreeze. 

Substituting a pair of vertical panels 


permits display of 96 quarts of motor 
oil, plus eight 5-quart cans, with pro- 
vision for carrying 50 empty cans 
after draining. 

Combinations of accessory, tire, 
battery and other merchandise dis- 
plays can be assembled as needed. 
Provision can also be made for 
mounting a credit card imprinter and 
a hydrometer. 

Available as an extra is a frame for 
a gasoline price sign. Equipment 
Associates, Inc., P.O. Box 2675, 
Roselawn Sta., Cincinnati, Ohio. 

Circle No. 10 on coupon, page 173 
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Engine-driven pump 


. transfers liquids at 18 to 100 gpm 
in gathering and other liquid-handling 
applications. Assembly includes inter- 
nal gear, rotary pump, engine, 
drive linkage and fuel tank on port- 
able, fabricated metal skid. with rope 
starter or optional 6-volt self-starter. 
Can be equipped with special clutch to 
permit engine to reach efficient speed 
before application of load. Wayne 
Pump Co., Ft. Wayne, Ind. 


Circle No. 11 on coupon, page 173 


New truck lamp 


. . » is a combination stop, tail, license 
light and junction box. Manufacturer 
says lamp is not only economical to 
use because of its combined functions, 
but simplifies truck wiring as well. 
The thickness of the aluminum hous- 
ing is designed to permit drilling and 
tapping for conduit fittings for use as 
a junction box. Pressure-tight “O” 
ring lens seal excludes all exterior 
conditions and also permits quick 
lamp removal and replacement. Shat- 
ter-resistant lens projects 1-11/16” for 
good right angle as well as head-on 
illumination. Resilient rubber socket 
grommet extends bulb life. Baked en- 
amel housing finish resists corrosion. 
Also available with all-red lens and 
single socket for stop or turn signal 
requirements. Betts Machine Co., War- 
ren, Pa, 


Circle No. 12 on coupon, page 173 


Antifreeze barrel pump 


. has corrosion-resistant construc- 
tion making it immune for damage 
from all permanent or alcohol types of 
antifreeze. Double-action piston pump 
dispenses antifreeze, oil or other bar- 
reled liquids at 20 gpm. Model 3012 
assembly includes 1” suction pipe with 
bung adapter for both 142” and 2” 
threaded openings. Bowser, Inc., 1300 
E. Creighton Ave., Ft. Wayne, Ind. 


Circle No. 13 on coupon, page 173 


Equipment 


Oil-resistant wire 


. has a nylon jacket and thermo- 
plastic insulation over a copper con- 
ductor. Said to withstand the corrosive 
effects of most oils, acids and alkalis. 
Costs less than lead-jacketed rubber 
insulation. Designed especially for wir- 
ing gasoline pumps and for use in 
refineries. Sizes available from 14 to 6 
AWG. Continental Wire Corp., Box 
363, Wallingford, Conn. 

Circle No. 14 on coupon, page 173 
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WAYNE DOUBLE ACTION HAND PUMP 


You are sure of long, trouble-free hand pump 
service with Wayne's new lightweight DD-1. This 
double duty, double action hand pump is years 


ahead with these 


Exclusive Construction Features 








iT) NYLON SHAFT BEARING eliminates wear. 


oe) INTEGRAL O-RING SEAL prevents leaks. 





DOUBLE DIAPHRAGMS back-to-back 

produce a smaller pump with just 3!” 

face-to-face depth. 

e 
Only the Wayne DD-1 gives you these 
advance construction features plus CON- 
STANT FLOW with both push and pull 
strokes delivering; more than 20 MODELS 
possible with accessory changes to meet 
varied needs for barrel, tank or pipeline 
installation. 
Ask your Wayne Distributor or sales 

representative for details, or write for 
illustrated folder to . 


THE WAYNE PUMP COMPANY 


SALISBURY, MARYLAND - TORONTO, CANADA 
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IOWA 





TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


$023 E. St., Des Mol owa Amherst 2-1975 
Member Naticnal ou iT declperent Jo Jobber Association 











MISSOURI 


Gashoy’ Pumes 


For every size consumer- 
commercial account. Eek 
GENERAL EQUIPMENT COMPANY | 
3952 Clayton Ave. 
St. Louis 10, Mo 





TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd. KANSAS CITY 8 MO. 
Baltimore 1-3568 


Member National O11 E it Jobber A 














NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR 25 YEARS 


e@ OPW Valves and Fittings 

e@ Marlow Pumps 

@ Blackmer Pumps 

e Erie Pumps and Equipment 
WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE BROTHERS 


NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 


Hose and Service 
SALES—PARTS ENGINEERING SERVICE 











PENNSYLVANIA 


(Continued from page 175) 


Aluminum platform 


. is designed to bolt onto an Alco- 
Lite aluminum DLL-H heavy duty 
straight or extension ladder or use in 
inspecting tank cars. Safety features 
include a non-skid aluminum floor; 
guard rail at sides and back; chain for 
fastening across front entrance. Be- 
cause of all-aluminum construction, is 
non-sparking. Aluminum Ladder Co., 
Worthington, Pa. 


Circle No. 15 on coupon, page 173 


Literature ... 





Hose reel bulletin 


. . describes reels for a number of 
industrial applications in addition to 
conventional tank truck models, in- 
cluding plant fire protection units. 
Also illustrates rewind guides, explo- 
sion-proof switches, portable reel 
trucks and other accessories. Includes 
a check list for order specifications. 
Clifford B. Hannay & Son, Inc., West- 
erlo, N. Y. 


Circle No. 16 on coupon, page 173 


Vent catalog 


. . covers the complete line of Pro- 
tectoseal tank vents, including flame 
arrester units for fill pipes, and for 
rodding and sampling openings. De- 
scribes operating principles and illus- 


trates components of conservation and 
non-conservation types. The Protecto- 
seal Co., 1920 §. Western Ave., Chi- 
cago 8, Ill. 


Circle No. 17 on coupon, page 173 


Tank gage bulletin 


. gives full, complete details of the 
Oceco No. 30 gage. Unit is said to be 
highly accurate, completely automatic, 
easy to read, and readily adapted to 
remote reading service. It can be in- 
stalled easily on either new tanks or 
tanks already in service. 


Circle No. 18 on coupon, page 173 


Brake brochure 


. gives a detailed presentation of 
the Warner electric brake system. 
Gives an explanation of the brake 
Operating principle, plus wiring dia- 
grams and a description of system 
components. Form No. WEB 3258. 
Warner Electric Brake & Clutch Co., 
Beloit, Wis. 


Circle No. 19 on coupon, page 173 


Personnel... 





John W. Ostler 
is the new presi- 
dent of Canadian 
Meter, Ltd., Mil- 
ton, Ont., a sub- 
sidiary of Ameri- 
can Meter Co. He 
has been vice 
president and gen- 
eral manager 
since 1955. A 
graduate of the 
Central Collegiate 

Institute of Hamilton, Ostler is a mem- 
ber of the Canadian Gas Assn., Na- 
tural Gas and Petroleum Assn., and 
the Liquefied Petroleum Gas Assn. 


Henry Davis, Jr., has been pro- 
moted to assistant manager of branch 
sales for the mechanical goods divi- 
sion of the United States Rubber Co. 
He was formerly district sales manager 
in Pittsburgh, Baltimore and Atlanta. 





PENNSYLVANIA 


PENNSYLVANIA 








PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 

ry Pg FOR: Wayne Pumps & Equip- 

0.P.W. Valves and Fittings, Gorman-Rupp, 

Fill- rhite Pumps, Whiteway Lighting, Saylor-Beall 
Compressors and National Hose. 

211 onan may New Oxford, Pa. 
ison 4-4131 











E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 

Engineering & Equipment 

BULK TERMINALS TRUCKS 

SERVICE STATIONS 





Member NAOEJ 





RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies Pittsburgh 22, Pe. 
R ion fied: Suite 
“eS... Valves 
Granco Pumps & Meters—Air 
Compressors 
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He joined the company as a technical 
trainee in 1945 and was assigned to 
the sales staff at Buffalo in 1947. 


Alex F. Fino 
has been named 
chief engineer of 
Hammond Iron 
Works, Newark, 
N. J. He has had 
principal respon- 
sibility for design 
and development 
of various Ham- 
mond patented 
products includ- 
ing the Tubeseal 

floating roof, Dialift, Diafloat and 
other oil conservation devices. He is 
a member of the API committees on 
evaporation losses and tank standardi- 
zation and is active with technical 
groups of the American Welding So- 
ciety and American Society of Me- 
chanical Engineers. 


Gordon E. Per- 
kins has been 
named assistant 
sales manager of 
the Blackmer 
Pump Co., Grand 
Rapids, Mich. He 
was a sales divi- 
sion executive of 
Houdaille Indus- 
tries, Inc., Buf- 
falo, N. Y. for 

— the six years prior 
to joining Blackmer. He is a graduate 
of the University of Michigan. 


P. J. Kirill, for 
the past nine 
years alemite fac- 
tory representa- 
tive for the East 
Coast, has been 
named distributor 
of Alemite lubri- 
cation equipment 
as well as Stew- 
art-Warner _In- 
strument _ prod- 
ucts in the newly 

formed distributorship to be known 
as The Alemite Co. of Florida, Inc., 
with headquarters in Jacksonville. The 
new firm will succeed The Alemite 
Co. of the Southeast, which has been 
liquidated and replaced by The Ale- 
mite Co. of Georgia, under the man- 
agement of Jack L. Tuttle. Headquar- 
ters of the new Jacksonville firm will 
be at 825 Florida Ave. 


Equipment 


Oilman Pitching, Equipment Jobbers Catching 


J. E. Niland, manager of operations 
and engineering for Humble Oil, will 
speak at the National Assn. of Oil 
Equipment sage reyes convention in 
Memphis, Oct. 20-22, at the Peabody 
Hotel. 

Other speakers will be Wendell B. 
Barnes, head of the Small Business 
Administration, and Victor J. Tabaka, 
Atlanta management consultant. 

A uniform freight policy for brass 
goods manufacturers will be discussed 


at the convention. A special committee 
headed by Paul Lanier of The Pump 
Shop, Inc., Birmingham, Ala., finds no 
two policies are alike after studying 
existing practices. The committee will 
suggest the following: 

“Freight shipments of 300 Ibs. or 
more to jobber stock, full freight 
allowed; over 100 Ibs. but less than 
300 Ibs. to jobber stock, up to $1.50 
cwt allowance; direct shipments, no 
allowance.” a 








CONMPCO 


qa BtOdiOW 0; ghti wg 


Engineered for DEPENDABILITY 


High Intensity 
Fluorescent 
Floodlights 


eee er ee esy 


per ai 


Known for QUALITY 


Complete Service Station Lighting Equipment 


All Weather Horizontal “T” Lights 

High Intensity Fluorescent Flood Lights 
Auxiliary Fluorescent and Incandescent Lights 
for Outdoor and Indoor Application 
Facade Lighting 


COMPCO CORPORATION 


2251 West St. Paul Avenue — Chicago 47, illinois — U.S.A. 
Manutocturers of Fine Lighting Equipment for Over 25 Years 
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Markets and Prices 





Better Times Ahead (Maybe) 


Prices may rise if spot demand and consumption in the Midwest 


go up as anticipated. But right now, the news is gloomy 


Outstanding paradoxes marked oil 
markets during the four-week period 
ending in early August. Mostly the 
news was depressing to sellers, but 
they could see signs of hope on the 
horizon. 

In gasoline it was a period of 
tightening supply in parts of the coun- 
try, yet it was a time when suppliers 
found prices in these same areas 
knocked askew by sharp discounts. 

At one time the flow of unbranded 
gasoline into tanks of branded jobbers 
in the upper Midwest grew to such 
proportions that suppliers rose to the 
situation by meeting within 0.5¢ gal. 
any spot offers. This maneuver served 
a purpose by plugging some holes in 
the market structure, but wholesale 
prices continued to be left spongy as 
an aftermath. And even while prices 
were spongy, a number of refiners 
found it difficult to borrow or buy 
gasoline to make up shortages at 
points along inland waterways. 

Distillate markets in the Midwest 
saw prices being discounted even 
though some sellers said prices “just 
can’t go any lower.” Consensus on 
residual fuels was about the same as 
that for light oils. Certain large mar- 
keters were sure prices had hit sum- 
mer bottoms and were poised to 
bounce back. But at the same time 
they acknowledged that competitors 
were taking away summer-fill business 
at lower prices. 

At the Gulf, cargo prices for dis- 
tillates generally dropped 0.5¢, but 
with kerosine falling off 0.625¢ and 
available at the same price (9¢) as 
for No. 2 fuel. Many marketing men 
said price equalization between the 
two products was “absolutely wrong” 
because of quality differentials. But 
they were at loss for ideas that would 
establish historical markup for kero- 
since over No. 2 fuel. They agreed that 
with the government backtracking (by 
$115-million to $170-million) on its 
takings of petroleum products, the 
outlook for JP fuels put kerosine in 
poor position. 

There was a drop of 20¢ bbl. 
in bunker “C” fuel prices with ordin- 
ary selling for $2.55 bbl. and maxi- 
mum 1% sulfur product for $2.60. 
Sources said product was soft at these 
prices. 

Pennsylvania crude prices fell July 


178 


26, when Joseph Seep Agency of 
South Penn Oil Co. cut its prices 23¢ 
bbl. This was the first cut in these 
crudes in more than three years and 
it gave impetus to rumors that some 
lube-bearing crudes in the Southwest 
might also be in line for a reduction. 
These comments on Southwest crudes 
took into account that lube stocks 
were high throughout the country, and 
that buyers of Texas crudes were doing 
some switching around and taking 
some lower-cost crudes under pressure 
of narrower crude/products margins. 


Market Highlights 


At the Gulf, as in the Midwest, 
there were reports that gasoline will 
tighten in the fall. And there was 
general anticipation in both areas that 
prices will rise. 

At the Gulf, sources said price 
hike will come from increased spot 
demand. In the Midwest, price hikes 
will come about, sources said, from 
consumption, but that farm and tourist 
demand would have to continue strong 
through August. Another indication of 
product’s improvement was that large 
refiners were in market as buyers and 
were finding limited quantities avail- 
able. In one instance, a moderate- 
sized integrated refiner had turned 
away three borrowers and two buyers 
of gasoline in less than a week. 

Actually, however, the gasoline 
market was uneven. While the Mid- 
west showed signs of tightness along 
the Great Lakes Pipe Line and down 
river to the mouth of the Mississippi, 
availability of product increased west- 
ward along the Gulf. And there was 
plenty of gasoline along the East 
Coast. So much so that retail fights 
began festering again in old-time 
price war areas of New England and 
Pennsylvania. 

Charlotte, N. C., however, took 
doubtful honors for a time as having 
the lowest gasoline prices in the na- 
tion. Before the fight ended, retail 
prices for regular-grade gasoline 
dipped to a low of 8.9¢ gal., of 1.1¢ 
less than total federal and state taxes 
of 10¢ gal. After a two-month scrap, 
dealers apparently had had enough 
and the price cutting ended. 

Atlantic Coast Marketers here said 
one has to look hard these days to 


find anything left of product price 
increases that came from hike in 
crude and in cost-pass-along advances 
resulting from higher wage settle- 
ments, 

A combination of depressing fac- 
tors, such as weak tanker rates, re- 
ductions in Gulf Coast cargo prices, 
mounting inventories and lagging sales 
cut into distillate prices for the second 
time in as many months. 

Distillate quotations dipped 0.4¢ gal. 
in the East, 0.5¢ at points along the 
Plantation Pipeline and 0.3¢ at Baton 
Rouge and New Orleans. These new 
cuts brought Seaboard prices to a 
level 0.4¢ gal. below those in effect 
at the time crude prices went up. 

With the new price cuts, many 
marketers felt that this summer’s low 
point had been reached, but it was 
not apparent in reseller takings. This 
despite price protection and deferred 
billing programs. 

Heavy fuel price cuts of 10¢ bbl. 
hit the East Coast, as many in the 
trade had expected. But there were 
rumblings that further cuts may be in 
the offing for these grades because of 
extensive price shading at the new 
prices. 

At New York harbor, barge prices 
slipped to $3.05 bbl. for No. 6 fuel 
same as that which was posted by 
sellers at the time crude advanced. 
Cutting of heavy fuel prices also 
spread to the Southeast and several 
gulf ports, where suppliers shaved 
prices 5¢ bbl. 

Gasoline continued to act up in 
perennial price war areas. Retail mar- 
kets would fall one day, mend, and 
then fall again a few days later. 

In Springfield, Mass., for example, 
dealer tank wagon prices were ham- 
mered down to 9.4c gal. for regular- 
grade, ex taxes. It was expected that 
further cuts were on the way when it 
was apparent that retail outlets were 
selling at the same prices as the posted 
tank wagon to dealers. 

Retail weakness in Hartford, Conn. 
sent tank wagon prices down 2¢ to 
a “shaky” 8.9¢ gal. And with the 
recent 0.2¢ gal. cutback in New York 
City and New Jersey tank wagon 
prices, plus earlier cuts in other New 
England areas, the June cost-pass- 
along increases were pretty much a 
thing of the past. ie 
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Market Barometer 


PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 





YEAR 49 51 53 55 JFMAMJJASOND YEAR 4) «6510605355 JFMAMJJASOND 
1957 1957 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 


FOUR PRODUCTS 


YEAR 49 51 53 55 JFMAMJJASOND YEAR 49 51 53 55 JFMAMJJASOND 
1957 1957 








Average prices for crude oil, and four principal refined prod- Average prices for crude eil, and four principal refined prod- 
ucts (gasoline. kerosine, light fuel, heavy fuel),—7 refinery ucts (gasoline, kerosine light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, east of California. markets and 8 crude producing areas, including California, 
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Refinery and Terminal Prices 





MOTOR GASOLINE 
(July 29 prices unchanged from July 22 except as noted.) 
Gulf Coast arate Aug. 12 Aug. 5 July 22 
100 oct. prem... . 14.75-15.25 14.75-15.25 x14.75-15.25 
. a 25-14.375 13.25-14.375 %13.25-14.375 13. 5-14. 375 
13-14 x13-14 13,25-14 
12,5-13.25 12.5-13.25 12.5-13.25 
11.75-12.625 11.75-12.625 11.75-12.625 
11.5-12.625 11.5-12.625 11.5-12.625 


25-1 13.25 
11,75-12.625 
oy 5-12.625 

1,25-12.25 
0. nae 75 

1.25 


10. ere 25 


10.375-11.25 10.375-11.25 10.375-11.25 
10.125-10.5 


10.125-10.5 10.125-10.5 10.125-10.5 
10-10.25 10-10.25 10-10.25 10-10.25 


. -20.2 20.2 20.2 20.2 
- -15.7-16.7 15.7-16.7 7-16. 15.7-16.7 


97 oct. prem 18 

95 oct. prem 16.1 

91 oct. prem 15.1-14.5 
90 oct. 14.6 


14.7-18.2 
14.7-18.2 
13.9-16.4 
13.9-16.4 


95 oct. prem... . .18.4 

90 oct. reg...... 15.9 

Charleston, S$. C. 

96 oct. prem. 15.45-17.65 15.45-17.65 15.45-17.65 

93 oct. prem. . 15.5 15.5 15.5 

89 oct. reg... . 13.95-14.6 13.95-14.6 13.95-14.6 1395-146 

87 oct. reg. 14.15 14.15 14.15 14.15 

Chicago, IIL 

98 oct. prem... . .15.25-17.3 15.25-17.3 

97 oct. prem... . . 14.75 

96 oct. prem... . .14.5-14.75 

91 oct. reg....... 13-13.8 : 

12.75-13 12.75-13 12.75-13 

Corpus Christi, Tex. 

96 oct. prem 16.5 x16.5 16.7 

89 oct. reg.. . 13 x13 13.2 

Detroit, Mich. 

95 oct. prem... .. 16 16 

90 oct. reg 14 14 14 

Houston, Tex. 

96 oct. prem... . .14.95-16.25 14. — 25x 14.75-16.45 

89 oct. reg... .. . .12.2-12.75 12.2-12.75x 12-12.95** 12-12.95 
**July 29 prices: 96 oct. 14.95-16.45; ny oct. 12.2-12.95. 

Jacksonville, Fla. 


15.45-17.65 
15.5 


15. 25-17.3 15.25-17.3 


14.75-16.45** 


16.4-17.65 16.4-17.65 16.4-17.65 

14.9 14.9 14.9 

Miami, Fla. 

96 oct. prem . 16.65 16.65 16,65 

89 oct. reg... .. 14, 14.9 . 14.9 

Mopls.-St. Paul, Minn. 

98 oct. prem... . .15.5 15.5 5.5 15.5 

89 oct. reg....... 12.75 12.75 7 12.75 

Mobile, Ala. 

96 oct. prem... . . 16. A 16.6-17.8 i ‘ 16.6-17.8 
14.8 14.8 14.8 


New Haven, Conn. 


97 oct. prem . 18.9 
91 oct. reg... ... . 16. 16.4 


17.9 
14.4 


16.2-18.5 
16.25 
14.7-14.9 
14.75 


16.45 
14.7 


18.3-18.5 18.3-18.5 18.3-18.5 
14.7-15 14.7-15 14.7-15 


c ‘ 16.05-17.65x 16.05-17.85 16.05-17.85 
14.3-14.9 14.3-14.9x 14.3-15.1 14,3-15.1 


J f 16.05-17.9 16.05-17.9 16.05-17.9 
89 oct. reg... ....14.3-14.9 14.3-14.9 14,3-14.9 14.3-14.9 





MOTOR GASOLINE 
Aug. 12 . 6 July 22 J 
Tampa, Fla. 9 . 7 
96 oct. prem... . . 15.95-17.55 15.95-17.55 15.95-17.55 15.95-17.55 
89 oct. reg. 14.2-14.8 14,2-14.8 14,2-14.8 14.2-14.8 


Wilmington, N. C. 
96 oct. prem... . . 15,02-17.55 
93 oct. prem & 


ue 17.55 
102-1428 


or 55 
si 14.25 


15.02-17.55 
14.85 
13.02-14.25 
13.5 


87 oct. reg 


Okla. (Okla. Shpt.) 
98 oct. prem 5-1 14.5-15x 14.5-15.2 14.5-15.2 
89 oct. reg... 12-12, 12-12.25x 12-12.45 12-12.45 
60 oct. M & below 11.25-11.5 11.25-11.5 11.25-11.5 11.25-11.5 
Okla. Group 3 —— eet) 
98 oct. prem 

89 oct. reg... . 

60 oct. M & below 10. 75-1).5 


N. Tex. (Tex. & New — shpt.) 
97 oct. 15-16.5 15-16.5 15-16.5 15-16.5x 

95 oct. wat 15-15.75 15-15.75 15-15.75x 
88 oct. reg....... 13. 25-14. 45 13. oe 45 13.25-14.45 13.25-14.45x 
96 oct. reg... ... .13.25-14 13.25- 13.25-14 

84 oct. 13.25-13.75 13. eH 75 13.25-13.75 
60 oct. uM & below 11.875-13.7 11.875-13.7 11.875-13.7 


. (Tex. & New Mex. shot.) 
. prem... 1B. + 15. tH 


x14.25-15x 14.5-15.2 14.5-15.2 
11.75-12.25 11.75-12.5 11.75-12.5 
x10.75-11.5 11-115 11-11.5 


11.876-13.7x 


x15.2-16.075 6.075 «16.075 
ry 2-15.325 ist2 325 15-15.325x 
5 eer 


x14.2 
ist 7-13.95 137 13.95x x13.7-13.75 
. reg 45 x13.45 13.25-13.45x 
60 oct. vs & be ‘ee ia 7-13.45 x12.7-13.45 12.5-13.45x 


E. Tex. (Truck my lots) 
97 oct. prem... . . 15-16 15-16 15-16 
88 oct. reg... .... 13-13.5 
4 ‘ 13-13.75 
4 oct. 13-13.5 13-13.5 
0 oct M below . 12.5-13 12.5-13 12.5-13 


Cent. W. Tex. rat t eanenaet lots) 

97 oct. prem..... 16.075 . «16.075 
95 oct. . 15.325 . «15.325 
88 oct. EE 14, R x14.2 
86 oct. reg... ... .13. . 3. x13.7 
84 oct. 3.45 3. . «13.45 
60 oct. M & bis 13.45 , 3. «13.45 


Ark. (For shpt. to i. & La.) 
13. 


13.7-13.75 
13.25-13.45 
12.5-13.45 


«13.75 
«13.25 
«12.25 
x12 


) 
14.75-15.25 14.75-15.25 14.75-15.25 
12. 2. 225e 12-12.5 12-12.5 12-12.5 
12 12 12 12 
60 oct. M & below 11-11.5x 11-12 11-12 11-12 


Western Penna. — 
94 oct. prem * 14.75 14.75 14.75 
13. Pu: 9 13.5-14.9 13.5-14.9 13.5-14.7 


14.75-15.5 
13.25-13.75 


14.75-15.5 
13.25-13.75 


14.75-15.5 


14.75-15.5 
13.25-13.75 13.25-13.75 


15.4 15.4 15.4 
13.65 13.65 13.65 


Ohio— Quotations of 8.0. Ohio wens to Ohio points: 
90 oct. reg 15.2 15.2 15.2 


Central Michigan 
97 oct. prem... . .16-16.45 16-16.45 16-16.45 
90 oct. reg... .. . .13.75-14.2 13.75-14.2 13.75-14.2 
| a gas Los Angeles District: 
Ack: 
16.4-16.7 16.4-16.7 16.4-16.7 16.4-16.7 
15 15.8 15.8 15.8 
13.6 13.6 13.6 


16-16.45 
13.75-14.2 


16.4-16.7 16.4-16.7 16.4-16.7 
15.8 15.8 15.8 


13.6 13.6 13.6 


Tank Truck (400 oa or more) 
96 oct. prem 20.6 20.6 
94 oct. reg J 174 17.4 


San Francisco District: 
i 21.1 21.1 
17.9 17.9 





Refinery and terminal prices herewith are reproduced from Platt’s 
Oilgram Price Service, a daily publication associated with NPN. 
rices shown in refinery and terminal tables are sales prices, or 
To or general offers, or posted prices, reported by refiners, 
— pipe line terminal operators, by river terminal operators, 
tanker terminal operators, for current sales and shipments, 
onanat as otherwise specified. 

Following types of prices are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by dis- 
counts off a specified price; “market-date-of-shipment” prices; prices 
named in contracts; prices arrived at in accordance with arrangements 
made prior to date of sale. Prices made to brokers, and prices in 
inter-refinery transactions, also are not considered in the tables except 
as noted below. 

Prices shown are for quantities in bulk such as tamk car lots, or 


180 


truck transport lots or barge lots. Prices applyin 
or cargo lots, or truck transport lots, are so 
cents per gallon, except wax and petrolatums in cents per pound, 
aad - er dollar sign ($) is shown, in dollars per gh of 42 
S. gallons. Prices do not include taxes or inspection fees. 
ries are for crude oil and products lawfully produced and trans- 
J eetsoy reported as received by Oilgram and NATIONAL PETROLEUM 
ut not guaranteed; for su rs’ private use only and not for 
male or distribution or ‘publica’ 
Gulf Coast cargo prices are by refiners selling or quoting to other 
refineries, export agents or to large tanker terminal operators. 
Gasoline octane ratings 2 _ by perms | Research ethod and are 
minimum ratings, where or is used to indicate the 
octane rues is by A Motor M: 
LETTER ” INDICATES PRICE. ‘CHANGE. 
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DISTILLATES & FUELS 
(July 29 prices unchanged from July 22 except as noted.) 


Gulf Coast Cargoes 
41-43 w.w. kero. . 9-11 


53-57 d.i i. gas oil... 9.375-10.75 
48-52 d.i. gas oil. .9.25-10.625 
43-47 d.i. gas oil, .9.125-10.5 
Bunker C fuel... .$2.55-3.15 
Bunker C fuel 

max 1% sulfur. $2.60-3.15 
July 29 prices: No. 2 fuel, 9-11; 
10.625; 43-47 d.i., 9.125-10.5. 


N.Y. 


Aug. 12 


plants....... 
No. 4 fuel. . 
No, 6 fuel, no sulf. 
guar $3.33 


Kerosine/No. 1. 1-115 
do es - 10.75-11.25 
No. 2 fuel... || -10.5-11 
do barges... |. 10.25-10.75 
Diesel oil, 
lants. 


No. 6 fuel, no sulf. 

ad $3.08 

do barges... . .$3.05 
Light Diesel, 

nkers....... $4.43-4.64 

Heavy Diesel, 

bunkers . $4.38 
Bunker C, bunkers $3.05 


Baton » La. 
Kerosine/ et 1. .10.6 
No. 2 fuel. . 10.2 
Diesel * shore 
«+++ 108 


No. 6 fuel, no sulf. 


nkers $3. 
Bunker A bunkers $2. 0 
**July 29 


$4.05 
No. 6 fuel, no sulf. 
$3.15 


Bunker C, a $3.07, 

Buffalo, N. 
Kerodine(a) . .12-12.55x 

.. 12.05-12.55x 
‘ * ,11.65-12.15x 


5 10.25 
(a) Prices of some sellers to bulk commercial consumers are 0.15¢ higher 


Charleston, 


S.C. 
Kerosine/No. 1.. . 10.8-11.3 


$3.52 
No. 6 fuel, no mull, 


nkers 
Bunker C, bunkers $2.99 


Chicago, Ill. 
Range oil/No. 1. . 10.25-11.625 
No. 2 fuel....... 9.5-10.625 


3 iaivercd Cieveland, 


Corpus Christi, Tex. 
No. 6 fuel, no sulf. 


$3. 
Bunker Cc; bunkers $2.90-3,15 


September, 1957 * NATIONAL 


9.625-10.75** 
9.5-10.625** 


9.375-10.5** 


$2.55-3.15 
2.50-3.15 


Kerosine, 9-10.5; 53-57 4.i., 


x11,2- a .7x 
x10.7-11.2x 


x11.1-11.6x 
x$4.23-4.33x 


$3.33 


x1 1-11.5x 
x10.75-11.25x 
x10.5-11x 
x10.25-10.75x 


x10.9-11.4 
$4.01 


x$4.43-4.64x 


x$4.38 
$3.05 


x10.6 
x10.2 


x10.5 
x$3.23 


$2.73 
$2.70 


«$4.20 
oy y 


x11.1-11.6x 
x10.6-1 1.1% 


xll-11.5x 
$4.05 


$3.15 
$3.07 


x$4.47-4.68x 
$3.07 
x12-12.95 
x12.05-12.95 


x11,65-12.55 
10.75 


x10.8-11.3x 
x10.5-11x 


x10.6-11.2x 
$3.52 

$3.02 

$2.99 
x$4.30-4.51x 
$2.99 
x10.25-i 1.625 
x9.5-11.625 
x9.4 
x9.35-9.45x 
*8.35-8.45x 
x8.1-8,2x 


10.8* 
10.05* 


ge 
9.25- 
9. 35.10. 5 
9.625-10.75 
9.5-10.625 


9.375-10.5 


x$2.55-3.15 


x$2.60-3.15 


11,5-12,2 
x$4.40-4.50x 


x$3.33 


11.4-11.9 


10.65-11.15 


11.3-11.8 
x$4.01 
x$3.95 
x$3.68 
x$3.62 


x$3.08 
x$3.05 


$4.60-4.81 


$4.55 
x$3.05 


10.9 
10.5 


10.8 
$3.28 


$2.78** 
$2.75°* 


$4.33 
$4.07 


2.75** 


$2.7 
prices: No. 6 NSG, $2.73; No. 3 NSG bgs., $2.70; Bunker C, 


11.5-12 
11-11.5 


11.4-11.9 
x$4.05 


x$3.15 
x$3.07 


$4.64-4.85 
x$3.07 
12.4-12.95 
12,45-12.95 
12.05-12.55 


«10.75 
x10.25 


11.2-11.7 
10.9-11.4 


11-11.5 
x$3.52 


x$3.02 
x$2.99 


$4.47-4.68 
x$2.99 


10.5-11.65 
9.75-10.65 


9.65 
9.6-9.95 
8.6-8.7 
8.35-8.7 


10.8* 
10.05* 


$2.93 
$2.90-3.15 


$3.15 
$2.90-3.15 


July 15 
x9.25-11 
x9.25-10.5 
x9.625-10.75 
x9.5-10.625 
x9.375-10.5 
x$2.65-3.15 


2.80-3.15 


9.375-10.75; 48-52 d.i., 9.25 


x11.6-12.1x 
x11. 1-11.6x 


x11.5-12.2x 
x$4.50-4.61x 
$3.43 
x11.4-11.9x 
x11.15-11.65x 
x10.9-11.4x 
x10.65-11.15x 
xi}. — 8x 
$4.1 

$4.05 

$3.78 

$3.72 


$3.18 
$3.15 


x$4.60-4.81x 


x$4.55x 
$3.15 


x10.9 
x10.5 


x10.8 
$3.28 


$2.78 
$2.75 


x$4.33 


«$4.07 
$2.75 


$2.70. 


x11.5-12x 
xi l-11.5x 


x11.4-11.9x 
$4.15 
$3.25 
$3.17 
x$4.64-4.85x 
$3.17 
x12.4-12.95x 
%12.45-12.95x 
x12.05-12.55x 
ll 

10.5 


than prices shown . 


x11.2-11.7x 
x10.9-11.4x 


xi1-11.5x 
$3.62 

$3.12 
$3.09 
x$4.47-4.68x 
$3.09 
x10.5-11.65 
x9.75-10.65 
9.65 
9.6-9.95 
8.6-8.7x 
8.35-8.7 


10.8* 
10.05* 
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DISTULLATES & FUELS 


Houston, Tex. 
Kerosine/No. 1.. 
do barges 
No. 2 fuel. .. 
do barges 
Diesel oil, shore 
plants 
No. 6 fuel, no sulf. 
guar $2.83-3.10 
do barges . .$2.80-3.10 
No. 6 fuel, max. 
1% sulfur $3.08 
do barges 2.80-3.05 
Light Diesel, 
bunkers 
Heavy Diesel 
bunkers x$3.99 
Bunker C, bunkers $2.80-3.10 


Aug. 12 
11-11.25 
10.75-11 
10.75-11 
10.5-10.75 


10.875-10.95 


. $4,204.45 


Jacksonville, Fla. 
Kerosine/No. 1. 
No. 2 fuel 
ny shore 


No. 3 fuel, no a as 
guar $3. 
do barges... .. .$2.98 

Light Diesel, 
bunkers $5.124 

Bunker C, bunkers $2.98 


Miami, Fla. 
Kerosine/No. 1.. .13 
Diesel oil, shore 

plants 12.4 
No. 6 fuel, no sulf. 

guar $2.98 

do barges 2.95 
Light Diesel 

bunkers .$5.124 
Bunker C, bunkers $2.95 


Mols-St. Paul, Minn. 
Range oil No. 1. .x10.5-12 
No. 2 fuel x9.875-1 
No. 5 fuel, high 

sulfur 
No. 6 fuel, high 

sulfur 


8 
2 


Mobile, Ala. 


Kerosine/No, 1. 

No. 2 fuel 

Light Diesel 
Bunkers 


New Haven, Conn. 
Kerosine/No. 1. 

No. 2 fuel 

Diesel oil, shore 

plants 
No. 4 fuel 
No. 6 fuel, no sulf. 
$3.10 


Light Diesel 
bunkers 
Bunker C, bunkers rr 07 


New Orleans, La. 
Kerosine/No. 1... 10.6 
No. 2 fuel ..102 
Diesel oil, shore 

plants .10. 
No. 5 fuel $3.33 
No. 6 fuel, no sulf. 

- -y 83 


Light Diesel 
bunkers. . $4.20 


Heavy Diesel 
bunkers. ... . . .$3.99 


Bunker C, bunkers $2.80 


New York Harbor 


Kerosine/No. 1... 11-11.5 

do barges. . 10.75-11.25 
No. 2 fuel. ..... .10.5-11 

do barges... . . . 10.25-10.75 


Diesel oil, shore 
plants.........10.9-11.4 


No. 4 fuel. ..... .$3.98-4.16 
do barges $3.95-4.08 


$3.58 
s..... $3.55 
No. Ny no sulf. 
ie 08 
- ab. 
No. 6 fuel, max. 


1% sulf. 
do barges 


Light Diesel, 
bunk: 


Bunkers C, bunkers $3.05 


Aug. 5 
x11-11.25 
10.75-11 
x10.75-11 
10.5-10.75 
10.875-10.95 
$2.83-3.10 
$2.80-3.10 
$3.08 

2.80-3.05 
$4.33-4.45 


$4.12-4.20 
2.80-3.10 


$2.98 
$2.95 


$5.124 
$2.95 


10.75-12.8 
10.125-12 


x1 1-11.5x 
x10.5-1Lix 


x10.9-11.4x 
$4.12 
$3.10 
$3.07 


x$4.66 
$3.07 


«10.6 


- “10.2 


x10.5 
$3.33 


$2.83 
$2.80 


x$4.20 


x$3.99 
2.80 


xl 1-11.5x 
x10.75-11.25 


x10.5-11x 
x10.25-10.75x 


x10.9-11.4 


$3.98-4.16x 
$3.95-4.08x 


$3.58 
$3.55 


$3.08 
$3.05 


$3.23 
$3.20 


x$4.43-4.64x 


x$4.38 
$3.05 


July 15 
11.2-11.5 
10.75-11 
10.95-11 
10.5-10.75 


10.875-10.95 


July 22 
11.2-11.25x 
10.75-11 
10.95-11 
10.5-10.75 


10.875-10.95 
$2.83-3.10 $2.83-3.10 
$2.80-3.10 $2.80-3.10 


$3.08 $3.08 
2.80-3.05 x$2.30-3.05 
x$4.33-4.45 $4.41-4.45 


x$4.12-4.20 
$2.80-3.10 


$4.17-4.20 
2.80-3.10 


x$2.98 
x$2.95 
$5.124 
x$2.95 


10.75-12.8 
10.125-12 


10.75-12.8 
10.125-12 


9.4 9.4 


8.7 8.7 


12.6 12.4-12.6 
tnS1L7 11.5-11.7 


$4.704 $4.704 


x11.4-11.9x 
x10.9-11.4x 


11.4-11.9 
10.9-11.4 


11.3-11.8 
x$4.12 


x$3.10 $3.20 
x$3.07 $3.17 


x11.3-11.8x 
$4.17 


$4.83 x$4.83 
x$3.07 $3.17 


x10.9 
x10.5 


x10.8 
$3.33 


$2.83 
$2.80 


x$4.33 


x$4.12 
$2.80 


x11.4-11.9x 
x11.15-11.65x 
x10.9-11.4x 
x10.65-11.15x 


11.4-11.9 
11.15-11.65 


10.9-11.4 
10.65-11.15 


11,3-11.8 x11.3-11.8x 


x$3.98-4.35 
x$3.95-4.25 


x$3.58 
x$3.55 


x$3.08 
x$3.05 


x$3.23 
x$3.20 


$4.60-4.81 


$4.55 
x$3.05 





Refinery and Terminal Prices 





DISTULLATES & FUELS DISTILLATES & FUELS 





(July 29 prices unchanged from July 22 except as noted.) 


- 11-115 
— 


Bunker C, ‘banicere $3.00-2.05 


Aug. 5 
x11-11.5 
x10.5-11x 
x10.9-11.4x 


$3.09 
$3.04 


x$4.43-4.64x 
x$4.38 

$3.03 

12.4 

11.5 

11.5 


x11-11.5x 
%10.75-11.25x 


x10.5-11x 
x10.25-10.75x 
x10.9-11.4x 
$3.78-3.83 
$3.03 

$3.00 

$3.18 

$3.15 
x$4.43-4.84x 
me en 


July 22 
11,.4-11.9 
10.9-11.4 
11.3-11.8 


x$3.09 
x$3.03 


$4.60-4.81 


$4.55 
x$3.03 


12.4 
11.5 


115 


11.4-11.9 
11.15-11.65 
10.9-11.4 
10.65-11.15 
11.3-11.8 
$4.13 
x$3.78-3.83 
x$3.03-3.08x 
x$3.00-3.05x 


x$3,18-3.23x"* 
x$3.15-3.20x** 


$4.60-4.81 
a e.. 


July 15 
x11.4-11.9x 
x10.9-11.4x 


x11,3-11.8x 


$3.19 
$3.13 


x$4.60-4.81 


x$4.55 
x$3.13 


12.4x 
11.5x 


11.5 


x11.4-11.9x 
x11,15-11.65x 
x10.9-11.4x 
x10.65-11.15x 


x11,3-11.8x 
$4.13x 
$3.83x 


$3.13-3.18 
$3.10-3.15 


$3.28-3.33 
$3.25-3.30 


x$4,60-4.81x 


x$4.55x 
$3.15 


**July 29 prices: No. 6, car Mall S18. One. 6, intel $3.15. 


Pt. Everglades, Fla. 
a. 1... 18. ; 


1% oll... hibadex $8288. 79 
$3.21 


ase , bunkers $3.06 


Savannah, Ga. 
Kerosine/No. 1.. 


13.2 
12.2 


12.2x 


$2.98 
$2.95 


$5.124 
$2.95 


x11.2-11.7x 
x10.7-11.2x 


x11.1-11.6x 
$3.15 
$3.07 
$3.07 


x11.1-11.6x 
x10.6-11.1x 


ran 
-_ 
' 
_ 
— 
an 
” 


SE SS Ss S88 BS SF 
oe" S28 Ss & 
3 


Se SS Ss 
a 


Sb 


13.2 
12.2 


12,2-12.4 


x$2.98 
x$2.95 


$5.124 
x$2.95 


11.6-12.1 
11.1-11.6 


115-12 
x$3.15 
x$3.07 
x$3.07 
11.5-12 
11-11.5 


11.4-11.9 
x$4.05 


eH 


13.2x 
12.2x 


12.2-12.4 


$3.03 
$3.00x 


$5.124 
$3.00 


x11.6-12.1x 
x11.1-11.6x 


x11.5-12x 
$3.25 


$3.17 
$3.17 


x11.5-12x 
xll-11.5x 


x11.4-11.9x 
$4.15 
$3.23 

$3.16 
$3.38-3.79 
$3.31 


Aug. 5 


— 
he mw 


BSS &: 
eo 


Kerosine/No. 1. x10.8-11.3x 


x10.5-11x 
x10.6-11.1x 
$3.94 


-10. et 3 
10.5-11 


x$4.30-4.51x 


10.25-11.125 


9.7-11.625 
9.875-10.875 
9.25-10.25 
$2.15-2.50 $2.15-2.50x 
uly 20 peice: No. 6 fuel, $2.15-2.60. 
Okla. Group 3 (Northern Shpt.) 
42-44 w.w. kero. . 10.125-10.875 
58 & abv. di. 
Diesel 9.75-11.125 
No. 1 fuel. ...... 9.75-10.875 9.75-10.875 
No. 2 fuel....... 9.125-10.25 9. “ty ¥ 


$2.05-2.15 
**July 29 price: No. 6 fuel, $2.05-2.15. 


N. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. kero. .9.9-11.25 9.9-11.25 


50 & abv. bess 
Diesel. eos og 375 
$2.15- 2.60 
**July 29 price: No. fuel. $2.15-2. a 


W. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. kero. .11.2-11.5 


10.125-10.875 
9.75-11.125 


11,2-11.5 


E. Tex. (Truck transport lots) 


42-44 w.w. kero. .10-10.75 10-10.75 
abv. d.i. 


9.5-10.5 
x$2 
Cont. W. Tex. (Truck inten lots) 
42-44 w.w. kero. .11.2 11.2 


10.95 
$2.65 


Kans. (For Kans. destinations only) 
42-44 w.w, a, .*10,125-10.625 
9.875 
10.125 
9.875-10.25 
x9.125-0.625 


x$2.50 
x$2.15-2.65 





10.375-10.625, . 


July 22 
13.1 
12.1 
12,1 


x$2.87 
x$2.84 


$5.082 
x$2.84 


12.7 

12.25 
12.45-13.35 
11.45-12.35 
9-9.65 
8-8.9 


11,2-11.7 
10.9-11.4 


11-11.5 
x$3.94 


$4.47-4.68 


10.25-11.125 
9.7-11.625 
9.875-10.875 


9.25-10.25 
$2.25-2.60°* 


10.125-10.875 
9.75-11.125 
9.75-10.875 


9.125-10.25 
$2.15-2.45°* 


9.9-11.25 


9.9-11.375 
$2.40-2.60** 


11.2-11.5 


10.95 
10.5-11.2 
10.2-10.25 
$2.60-2.65 


10-10.75 
9.5-10.5 
9.75-10.25 
$2.25-2.75 
11.2 

10.95 

$2.65 
10.375-10.625 
9.875 

10.125 


9-9.65 
8-8.9 
x11.2-11.7x 
x10.9-11.4x 
xi l-11.5x 
$4.04 


x$4.47-4.68 


10.25-11.125 
9.7-11.625 
9.875-10.875 


9.25-10.25 
$2.25-2.60 


10.125-10.875 
9.75-11.125 


9.9-11.25 
9.9-11.375 
$2.40-2.60 


u11.2-11.5 


«10.95 
10.5-11.2x 
x10.2-10.25 
$2.60-2.65x 


10-10.75 





REPUBLIC OIL REFINING COMPANY 


Wilmington, W. C 
Charleston, S.C 


Port 








A DIVISION 


OF PLYMOUTH Ol ¢ 


OMPANY 





EXECUTIVE OFFICES: 
Benedum-Trees Bidg., 
PITTSBURGH, PA. 








DISTULLATES & FUELS 
(July 29 prices unchanged from July 22 except as noted.) 
Aug. 12 Aug. 5 July 22 July 15 
Ark, Pupooag on 


11.5 11.5 11.5 
is 11.5 115 11.5 


10.625 10.625 


11 
10.625 
$3.00 


$2.80 
$2.65 


cific Coast 
Ships’ bunkers, or deep tank lots. 


12.75-13** 12.75-13 San Pedro, Calif. 
12.5°* 12.5 Diesel—PS 200... $5.38 
ot. 3° a Bunker C—PS 400 $2.85-2.95 
36-40 gravity fuel 11.25 11.25 11.25 11.25 San Francisco, Calif. 
**July 29 prices: kerosine, k2.5; 55 jaa 12.25; No. : fuel, 11.75. Diesel—PS 200.. . $5.59 
Bunker C_PS. 400 $2.90-3.00 


= ae 
7 12.7x 13-13.25°* 13-13.25 Seattle, Wash. 
} yon cetane Diesel. . i 5 11.5x 11.5-12.5 11.5-12.5 Diesel—PS 200... $5.34 
1338 5° 1 Bunker C—PS 400 $3.25-3.35 
11.75-11.85x 11.75-12.25 11.75-12.25 


**July 29 prices: kerosine 12.7-13; No. 1 fuel, 12.2-12.5. ae ma $5.84 

Bunker C—PS 400 $3.25-3.35 

ry tir mtr tre Ry Mexico 

11, 1.9 x11,85-11.95x 12.3-12.35 Shi 3 k U. | f li 

12.1-13.45 x12.1-13.45 12.6-13.45 ene SON eae A 

11.7-12.75 x11.7-12.75 12.1-12.75 u 

12 12 12 $6.45 $6.45 
. $3. $3.95 


fe 


+4 
Be 


14.6-15.0 14.6-15 14.6-15 —_ - 
14.3-14.6 143-146 14.3-14.6 : ry $5.73 


ne 
&3 


14.8 14. 14.8 $3.95 
13.3-13.8 13.3-13.8 13.3-13.8 | 

11.8 11.8 11.2 57 $4.78 

6-9. 9.6-9.7 9.6-9.7 9.6-9.7 $2.90 $2.90 

No. 6 fuel....... 8.6-8. 8.6-8.7 8.6-8.7 8.6-8.7 


SS SF 
cn 


+ Quotations . O. Ohio for at to Ohio pointe, - r ( : pg 
ms 

iB 3 13.6 13.6 - 

: Diesel $4.78 

12.6 12.6 12. $2.90 $2.90 


Sa 
BE Sh SF SR Bs 
&3 832 


ES SF 
aa 


8 Ez 
S32 


Veracruz 
Bunker C $2.90 $2.90 


At most Atlantic Coast points prices of some sellers oun distillate fuels to bulk commercial 
10.5-12 10.5-12 consumers are 0.15c higher than prices shown. 
10-11.25 10-11.25 NATURAL GASOLINE 


$3.40-3.65 $3.40-3.65 Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
tinent manufacturing district. 

02.05-3.05 $2.86-3.06 FOB Group 3 Aug. 12 Aug. 5 July 22 July 18 

15.3 15.3 Grade 26-70 4¢ 4¢ 4¢ 


Quotations) Quotations) Ouctations) 
10.5-15 10.5-15 «e bes «@ 





} 


FOB Breckenridge, Tex. 

10-13.5 10-13.5 Grade 26-70. . .. .3.5¢ 3.5¢ 3.5¢ 3.5¢ 
$3.40-3.65 $3.40-3.65 (Quotations) (Quotation) (Quotations) 
$2.85-3.10 $2.85-3.10 LP-GAS 

18.8 18.8 Producer’s contract prices, tank cars. 


Propane: Aug. 12 Aug. 5 
15.5 15.5 New York Harbor 9 9.8 
ang . Pa * oe. 3 a 


3.75-4 


HARTOL 


PETROLEUM CORPORATION 














INDEPENDENT 
MARKETERS 


Marketer of Petroleum Products Aaine to South 
NEW ENGLAND PETROLEUM CORPORATION 


New York Boston 








NEW YORK 
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Refinery and Terminal Prices 





(July 29 prices unchanged from July 22 except as noted.) 
LUBRICATING OILS 


Western Penna. Aug. 12 Aug. 5 
Viscous Neutrale—No. 3 sol. Vis at 70 F. 
200 vis. (180 at 100°) 420-426 flash. 
10 p.t...... iia rk ee 
26 
25 


15 pt... . 
25 pt... 2006 ee 


Bright Stock 
145-166 vis. at 210, No. 8 col. 
10 p.t. 29 


July 22 


Been Ses 


29 
28 
27 


20.5-21.5 
21.5-225 
23-24 
24-25 


July 15 


27 


20.5-21.5 
21.5-22.5 


23-24 
24-25 


Mid-Centinent 
FOB Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at 


100° 0-10 p.p. 


22.5 


Stock. 
60 vis., 
0-10p.p.,95v.i.  25.5-26.5 25.5-26.5 
Neutral Oils—Conventional—Pale Oils 


15.75 


16 
18.25 
18.5 
200 vis. No. 3 col.18.75 18.75 
250 vis. No. 3 col.19 19 
280 vis. No. 3 col.19.25 19.25 
300 vis. No. 3 col.19.5 19.5 


21-22 
21.25-22.25 


25.5 
23.5 
23 


22.5 


25.5-26.5 


15.75 


16 
18.25 


18.5 
18.75 
19 
19.25 
19.5 


LUBRICATING OILS 


Cylinder Stocks Aug. 12 
600 s.r., 


olive green.... 19.5 19.5 


Aug. 5 


19.5 


July 15 
19.5 


Gulf Coast—Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Gul: 


for export. 
Bright Stock, vis. at 210- 
150-160 vis.: 

0-10 p.t., 95 v.i. 26.5 26.5 
Neutral Oils—Vis. at 100-; 96 v.l.; 0-10 p.t.: 
100 vis. 23.5 _ 


24 
25-25.5 


18.75 
19.25 


AVIATION GASOLINE 
Aug. 5 


Gulf Coast Cargoes Aug. 12 


26.5 


22.5 
23 


15.5 
17 


17.5 
18 
18.25 


15.5 
17 
17.5 
18 
18.25 
18.75 
19.25 


26.5 
22.5 
23 


24 
25-25.5 


15.5 
v7 
175 


18 
18.25 


19.25 


15.5 
17 
17.5 
18 


21-22 
21.25-22.25 


Grade 115/145. . .19.25 
Grade 110/130. . .17.75 


19.25 
17.75 17.75 





21.75-22.75 21.75-22.75 21.75-22.75 Grade 91/96... .16.25 16.25 16.25 


Build for 





HANNAY’ 


HOSE 
REELS... 


Quality 
in Every 
Detail — Build with 


a PORCELAIN ENAMEL 
PANELS and SIGNS 


by Wiwonal, 


It's good business to dress up your 
station with National Porcelain En- 
amel Panels and Signs. They can’t 
fade, Will retain their good looks for 
years, require a minimum of upkeep. 











The superb workmanship, outstanding 
features and rugged construction of HANNAY 
Hose Reels are your assurance of more 


efficient, economical petroleum handling. 


Porcelain Metal Products Division 


Greatest Name 
in Hose Reels 


© 1957 ©.8.H.45., Inc, 


CLIFFORD B. HANNAY & SON, INC., 
Westerlo, N. Y. 
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AVIATION GASOLINE 
(MIL-F-5572) 
(July 29 prices unchanged from July 22 except as noted.) Baltimore, Md. 
Aug. 12 Aug. 5 July 22 July 15 Mi : 
Baltimore, Md. 3 ug. y Mineral spirits. . 
Grade 100/130. . .20.3 20.3 20.3 20.3 Sten tiene, 


Grade 91/96... . .18.8 18.8 18.8 18.8 


V. M. & P. 
Grade 80 - 18.3 18.3 18.3 naphtha 


19. 

Boston, Mass. Mineral spirits. . . 18.5 
Grade 100/130. . .20.4 20.4 20.4 20.4 
Grade 91/96... . .18.9 18.9 18.9 18.9 New York Harbor 
Grade 80 18.4 V.M.&P. 
naphtha 19 4 19-19.2 
20.2 20.2 20. Mineral spirits ..18 18-18.2 
18.7 .7 .7 
18.2 2 " Philadelphia, Pa. 
V. M. & P. 

naphtha. . 18.5 Y 18.5-18.7 
Mineral spirits. . .17.5 ‘ 17.5-17.7 


Providence, R. |. 
Mineral spirits. . . 18.5 ' 18.5-18.7 


FOB Group 3 
. E Stoddard solvent. 13.375 13.375 : 13.375 
New York, N. Y. Cleaners naphtha. 13.875 13.875 . 13.875 
Grade 100/130. . .20.5-20.3 5-20.! 5-20.! V. M. & P. on —— 

18.58-18.8 ery nes Mngt apicita’ 12.878 12.878 12.875 
paceticns eon 1886-188 Rubber solvent... 13.875 13.875 13.875 


sate. S ; ‘ant Larquer diluent..14.125-14.375 14.125-14.375 14.125-14.375 ——_14.125-14,375 
yw hy airy ud y =a Bensol diluent... .15.125-15.625  15.125-15.625 15.125-15.625 15. 125-18,425 
/ evens ! ° . 5. 


Grade 80 . . ¥ 18.3 Western Penna. 

Toledo, Ohio Oil City: 

Grade 100/130. . . 19.85-20.05 19.85-20.05 19.85-20.05 19.85-20.05 Stoddard solvent 18 18 
Grade 91/96... . . 18.35-18.55 18.35-18.55 18.35-18.55 18.35-18.55 P 
Grade 80...... ..18,35-18.55 18.35-18.55 18.35-18.55 18.35-18.55 Pittsburgh: 

Stoddard solvent. 18 18 


PARAFFIN WAX 
Aug. 12 Aug. 5 July 22 July 15 

Western Penna. (t.c. in bulk) sat FUG. 
124-8 AMP white (MIL-F-5624) 

crude scale... .6.25 6.25 6.25 6.25 Aug. 5 daly 18 
Atlantic Seaboard Gulf Coast Cargoes 

Melting points are AMP, 3° higher than EMP Prices for earioad lote. Domestic prices Grade JP-4 . 10.5 10.5 
FOB refinery; scale in or .; fully refined, alahe loose Export prices FAS; scale in 
bags or bbis.; fully refined in bags or cartons. 

PETROLATUMS 

Western Penna. Aug. 12 Aug. 5 July 22 
6 Bbis.; carloads; tank cars, 2.25¢ less. 
05 i 8.625 8.625 
05 8.25 8.25 
0 55 , 0.55 Lily white....... 8.125 8.125 8.125 
Cream.......... 7.625-7.75 7.625-7.75 7.625-7.75 
Soft yellow...... 6.75-6.875 6.75-6.875 6.75-6.875 
35 . 6.75-A.875 6.75-6.875 
05 ; . 6.5-6.625 6.5-6.625 
05 05 6.375 6.375 


6 ° 
05 
05 











wenn =F 


ORDER YOUR Complete Line of ARM HOLES 
1956 


(33rd edition) 
NO. 60 


MULTI-PURPOSE MANHOLE 
i (non-locking type) 
! Monvfacturers Representatives 
(non-locking type) 3 (locking type) 


| 
Containing all vital price information . —GF— universar vatve COMPANY —— 
for 1956...As always a_ limited 


edition ... $20 per copy... Send 
check or we can bill you later... 


Three types fill most needs. In sizes 6” 1.D. x 6” deep, 8” I.D.x 7%” 
deep and 10” I.D. x 7%” deep, manholes are of rib-reinforced cast 
iron. No. 60 is steel skirted. No. 61 is non-locking. No. 62 is locking 
ype, all-cast-iron. All have non-skid diamond tread on lid with space 
‘or product identification to your specifications at no extra charge. 


sreeteceeeen 


NO. 61 ALL-CAST MANHOLE =; NO. 62 ALL-CAST 


OD Send complete information 





COMPANY 





Mr. R. H. Loyer 
Platt’s Oilgram Price Service STREET 


l 
| 
| 
l 
I 
330 W. 42nd St., New York 36, N.Y. ie ZONE STATE. 
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Tank Wagon prices 


Prices for gasoline do not include taxes; they do however, include 
on fees, amounts of which may be obtained by writing to 
NPN. Gasoline taxes, shown in separate column include 3¢ federal 
and state taxes; also city and county taxes as indicated in footnotes. 
Kerosine tank wagon prices also do not include taxes; kerosine taxes 


Socony Mobil 





Mobilgas Gasoline 
(Regular) 
T.C. Dir. Cons. Gasoline 
New York City. ... -W. T.W. Taxes T.C, Yard 
Manhattan ....... ; 17.3 7.0 


_ 
~~ 
we 

— 

te 


‘OR SOWKCUWWRAW Wa 


11.1 


Richmond 
Albany, N. Y.... 
Binghamton 


mOorDNoS 
la 


ps ae 
=RNN- Saas 


Plattsburg 
Rochester 
Syracuse 
Bridgeport, Conn. 
Danbury 
Hartford 
New Haven .... 
Bangor, Me. 
Portland 
Boston, Mass. .. 
Concord, N. H. . 
Lancaster 
Manchester 
Portsmouth .... 
Providence, R. I. 
Burlington, Vt. . i 
Rutland oss 19. 
*Com. cons. t.c. prices 0.15¢ higher. 


Tt 1 st. 1 


Ts 
- -—NNN WN Ree 


an 


- 
hi th pee pet 
ttt eet 
“ _NOOL' OOCOF~) 
“A 
thie. 
_—_ 


11.25 
11.45 


12.75 
12.8 


ss ss 

SNINISIRA=ISSINISIIIIANIANA 

AOCWHOOLOOGCHLONAARDHSAOAHLWDAWwWw 
OO ~1 9090 00S SOO OOIIIIIIIIIIA 
mMaooocooocoooooooooooocoocece 


$9 99D DAO AN NO N90 IVAN NIA IANA DS 
Ur Oe he OOO OO ~1— 


nn 


*Mobil Kerosi 


nea 
min BRD ARADAS 


ee eid 
AIAN 


_— > 
— AN 


where levied are indicated in footnotes. Discounts if any, are shown 
in footnotes. These prices in effect August 15, 1957, as posted by 
principal marketing companies at their headquarters’ offices, but 
subject to later correction. 
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10.75 


12.25 
12.3 


Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. rain % 
Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel 


Diesel—all points, t.w. less 0.5¢ for deliveries of 800 gal or more. 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 





indiana Tank wagon prices listed below were obtained by OIL- 
Standard M correspondents who visited Standard of Indiana 
@neare puik plants where the company’s prices are publicly 
posted. 


Red Crown Gasoline 


) Furnace Oil 
Dir. Cons. Gasoline Kerosine 1-99 100 gal 
T.W. T.W. Taxes T.W. gal &over 


, 
—) 


17.6 17.1 
17.6* 18.6 
1 18.3 
17.9 
17.5 
17.5 
15.9 
17.7 
18.9 
18.8 
18.0 


Huron, S. D 
Milwaukee, 


(a) See below for prices on larger quantities. 


WOOO ODIO DOO 
SO55555555 


Standard Furnace Oil 
100-174 100-349 175-849 350 gal 850 gal 
gal gal gal &over over 
Mpls.-St. Paul . fea 15.3 ae 14.8* 
Milwaukee 16.0 15.5 a 
Taxes: St. Louis gasoline tax includes 1¢ city tax. Des Moines 
kerosine & furnace oil bo do not include 7¢ state tax. State sales, 
occupation, consumer & use taxes to be added, where applicable. 
Discounts: Red Crown c.t.w. —_— at some points subject to 
varying discounts for quantity deliveries. 
* Temporary price. 





Prices are tank truck posting, ex all taxes, apply- 
Standard of ing for deliveries of 400 gal or more; see below 
California for other deliveries. 
Gaso- Chevron Standard 
Chevron line Kero- Diesel Furnace Stove 
(Regular) Taxes sine Oil 
San Francisco, Calif. 17.9 
Los Angeles 17.4 
Fresno 19.0 
Phoenix, Ariz. .... 
Reno, Nev. ...... 
Portland, Ore. ... 
Seattle, Wash. 
Spokane 
acoma 
Boise, Idaho 
Salt Lake City, Utah 
Honolulu, T. H. ... 
Fairbanks, Alaska . 
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* Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/furnace oil price is ex 1 
all T.T. prices are ex Hawaiian gross income tax of 
2.5% to consumers. 


¢ territorial tax; 
1% to resellers, 


Notes: For other deliveries— 


Chevron (regular)—Add to 400-gal-and-over price if for 40-199 
gal, 0.5¢ for 200-399 gal, ex to marine trade in Alaska where 
0.5¢ differential applies to 40-399 gal; for less than 40 gal, add S¢ 
gal, except at Honolulu add 5¢ for less than 40 gal to marine trade 
and less than 100 to shoreside trade. Chevron Supreme (premium) 
prices are 3.2¢ higher than Chevron ( ) for quantity delivered 
at points above except Salt Lake City—3.0¢. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 pl, 
6¢ for 20-199 gal, 3¢ for 200-399 gal: tank car/truck trailer, 
3.5¢. Diesel, & stove oils—Add to 400-gal-and-over price 5¢ 
for less than 40 gal, 1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 








$0, 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


, New Feature: 1000 to 9000 GALS, in 1000 STEPS. | FREE Description on Request 
EGREE DAY SYSTEMS 39-30Nn 58th st. WOODSIDE aC N.Y. tWining Tits 


fo Figure use our FAST, EASY-TO-READ 


PETROLEUM CALCULATOR CARDS 
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we, SS oe 
Standard Dir. Cons. Gasoline No. 1 Fuel Ne. 2 Feel 


Taxes T. W. 
Atlantic City, N. J. 14.8 
Newark 14.8 
Baltimore, Md. 
Cumberland es 
Washington, D. C. 
Danville, Va. 2 
Petersburg 
Norfolk 
Richmond 
Roanoke . 
Charleston, W. Va. 
Fairmont 
Parkersburg 
Wheeling 
Charlotte, N. C. 
Hickory 
Mt. Airy 
Raleigh 
Salisbury 
Charleston, S. C. 
Columbia 
Spartanburg 
New Orleans, La. 
Baton Rouge .... 
Alexandria 
Lake Charles 
Shreveport 
New Iberia 
Knoxville, Tenn. 
Memphis 
Chattanooga 
Nashville 
Little Rock, Ark. 


* Prices applies for kerosine only. 
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No.4Fuel No. 6 Fuel 
$4.503 $3.633 

. 474 3.68 

Washington, D. C. 1,050 gal minimum ... 4.93 3.78 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City prices are for deliveries of 
300 gal or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. 
Premium-grade t.w. prices 2.5¢ above regular. 


Heavy Fuels 





Atlantic 


Refining - Ww. bs ww. 


Philadelphia, Pa. 
Reading 
Allentown 
Harrisburg 
Wilkes-Barre 
Williamsport 
Pittsbur; 

Altoona 

Erie . a 
Greensburg . 
Wilmington, Del. . 
Hartford, Conn. . 
New Haven ... 
Boston, Mass. . 
Springfield 
Providence, R. I. . 
Camden, N. J. 
Newark 

Albany, N. Y. 
Binghamton 
Buffalo 

Elmira 

Rochester 
Syracuse 
Watertown ° 
Baltimore, Md. 
Richmond, Va. .. 
Charlotte, N. C. 
Jacksonville, Fla. 
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Pennsylvania Heavy Fuels 
Zone 1* Zone 2* Zone 3* Taxes No. 5 No. 6 


Suggested retail 18.9 18.9 19.9 8.0 Phila. 10.63 8.72 


Dealer cost: 
23% below 
suggested retail 

Consumer t.w. 15.1 15.1 15.8 8.0 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine— 

Penna., add 1¢ gal for t.w. deliveries under 100 gal at one time. 

Camden—aAdd 1¢ for deliveries of 100-299 , 2¢ for under 100 gal. 

*Zone 1: Phila., Del., Chester, Bucks & Montg. counties. Zone 2: 

Adams, Berks, Carbon, Columbia, ag Dauphin, Franklin, 

Juniata, Lacka., Lancas., Leban., Lehi Luz., Lyc., Monroe, Mon- 

tour, North., Northum., Perry., Schuylkill, Snyder, Sullivan, Union, 

Wyoming, York. Zone 3: All other counties. 





Kill these two 
Bulk Station“ Birds’”’... 


—with one pump... 


a Dean Brothers Type “GSC” 
CLOSE COUPLED, STANDARD 
CENTRIFUGAL PUMP 


¢ 7 Sizes: up to 600 gal. per min. 

¢ Total Dynamic Head: up to 275 ft. 

e Available from stock in Bronze Fitted, 

All Iron or All Bronze Construction. 

Available with Foot Mounted Motor, 
as shown, or Round Motor Frame. 
© Send for Circular No. 191 N. « Distrib- 
bal ad guia. Write for details. 


Jaw froruees Pumps /e 


EXPORT OFFICE: 50 CHURCH ST., NEW YORK 7, HY. 
CABLE ADDRESS “BROSITES” 
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3423 Vistavia Drive 


BRIGHTEST 


MEWS IN SERVICE STATION LIGHTING 


. cuts lighting costs 30 


Patent No. 167558 


NEW 


WIDE ANGLE COVERAGE 


NEW 


YEARS-AHEAD DESIGN — 
SINGLE OR DOUBLE-WING 


NEW 


RAPID-START LAMPS (400- ‘ 
600 WATTS PER UNIT) ing 


NSW 


NO-GLARE BRIGHTNESS 


= NEW 


HINGED-POLE STYLING 


APL SERIES 


by Electric Lighting Sales, Inc. 


The new APL means fewer units . 
vastly increased visability. Its unique 
angled feature sets your station distinc- 
tively apart. 

Pre-adjusted angle for maximum light- 
ciency means lower maintenance 
and operating costs. 


All aluminum, scaled-in light. Remov- 
able, snap-on plexiglas covers. 


Furnished complete, ready for installa- 
tion. Write ‘onde details — today! 


Elcetrte Sales. Fue. 


187 





Tank Wagon Prices 





Ohio Standard 
Sohio X-Tane Gasoline 
(Regular Grade) 
Consumer 

Resellers T.W. S.S. 
Akron 16.3 20.5 20.3 8.0 16.3 16.3 15.3 
Canton 17.5 21.0 22.3 8.0 16.3 16.3 15.3 
Cincinnati .. 17.1 20.6 21.9 8.0 16.3 16.3 15.3 
Cleveland 17.5 21.0 22.3 8.0 16.3 16.3 15.3 


Columbus .. i+: So 21.0 22.3 8.0 16.3 16.3 15.3 
ee ae 17.5 21.0 22.3 8.0 16.3 16.3 15.3 


No. 1 No. 2 
Gasoline Kerosine Sohio- Sohio- 
Taxes T.W. Heat Heat 


Lima ee peg 17.5 21.0 22.3 8.0 16.3 16.3 15.3 
Mansfield .. eis ate 21.0 22.3 8.0 16.3 16.3 15.3 
Marion ..... 17.5 21.0 22.3 8.0 16.3 16.3 15,3 


Portsmouth 17.5 21.0 22.3 8.0 16.3 16.3 15.3 
6 i 17.1 21.0 21.9 8.0 16.3 16.3 15.3 
Youngstown aii 17.1 21.0 21.9 8.0 16.3 16.3 15.3 


Zanesville 17.5 21.0 22.3 8.0 16.3 16.3 15.3 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 1¢; 
1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & s.s. 4¢ above regular, resellers 
3.5¢ above regular. S.S. prices are at company-operated stations. 





Imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 
Esso 

(Esso Gasoline Regular) Furnace Oil 

Dealer Gasoline Kerosine No. 2. fuel 
Taxes T.W. T.W. 


St. John’s, Nfid. . eee 17.0 x26.2 x19.2 
Halifax, N. S. ..... ‘ : ie 3. 17.0 x25.2 x18.2 
St. John, N. B. .. 3. 15.0 x27.2 x18.2 


Charlottetown, P.E.I. ...... : 16.0 x27.7 x19.8 
Montreal, Que. 13.0 x26.1 x18.8 
Toronto, Ont. 3.3 13.0 x25.8 x18.3 


Hamilton, Ont. paver . 13.0 x25.8 x18.3 
Winnipeg, Man. .... PUG. 3. 11.0 28.5 18.4 
Brandon, Man. 11.0 28.5 20.6 


Regina, Sask. .... 22.4 12.0 25.2 17.1 
Saskatoon, Sask. 25.3 12.0 27.9 17.4 
Calgary, Alta. 21.8 10.0 24.4 16.2 


Edmonton, Alta. ... cna oe 10.0 23.9 15.7 
Vancouver, B. C. 10.0 25.9 18.6 


Taxes: Gasoline taxes are provincial taxes. 
Notes: Premium-grade gasoline t.w. prices 3¢ above regular. 








IBY -¥ eX -Yalo[e])(-MN I") °) 0) h% 
Uniform High Quality 


Naphthas & Solvents 


This Is Your 
Market Place! 


Write today for Advertising 
Space Rates 


KERR - Mc GEE NATIONAL PETROLEUM NEWS 
Oil INDUSTRIES, 330 West 42nd St., 
cee New York 36, N. Y. 

















Humble 
Humble Gasoline Gaso- Kerosine 


Oil Regular line Tank Re- 
T.W. Retail Taxes Wagon tail 


Dallas, 

Tex. 16.3 20.8 8.0 14.3 18.5 
Fort 

Worth 16.3 20.8 8.0 14.3 18.5 
Houston 16.2 21.7 8.0 14.3 18.5 
San An- 

tonio 16.4 20.8 8.0 143 18.5 


Notes: T.W. prices are to all classes of 
dealers & consumers, Esso Extra t.w. prices 
2.5¢ above regular; Golden Esso Extra 2.5¢ 
above Esso Extra to contract dealers only. 


Kentucky 
Standard 


Atlanta, Ga. 
Birmingham, Ala. 
Jackson, Miss. 
Jacksonville, Fla. 
Louisville, Ky. 


Taxes: Birmingham gasoline taxes include 
1¢ Jefferson County tax. Kerosine taxes not 
included in prices: Georgia 1¢; Mississippi, 


“Note: Current net prices may be different 
from those listed because of temporary local 
conditions. 


Fire-Chief Gasoline 
(Regular Grade) Kerosine 
Dealer Gasoline 
as Taxes 


Texas Co. 


Dallas, Tex. 

Ft. Worth .... 
Wichita Falls 
Amarillo Pr 
Tyler 

El Paso . 

San Angelo .... 


92 90 90 90 90 90 90 90 90 90 90 
oooocooooocoo 


San Antonio .. 
Port Arthur ... 


Notes: T.W. prices are for min. 50-gal de- 
liveries; they apply to dealers & consumers. 
Premium- grade t.w. prices 3.5¢ above regu- 
lar, except El Paso, 2.7¢ higher. 


o 
o 


Continental Oil 


(N. B. Prices are Continental’s tank wagon 
prices. Current selling prices may vary from 
those shown because of local conditions.) 


Conoco Gasoline 
T.W. 
(Regular) 


Denver, Colo. . 17.8 
Grand Junction 7. 
Pueblo 18. 
Casper, Wyo. . 18. 
Cheyenne .... 18. 
ora 19. 
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Muskogee, Okla. 
Oklahoma City 
Tulsa 
Taxes: Gasoline taxes include these city 
Fe herons Albuquerque & — 0.5¢; Santa 
“plecounts: Sait Lake & ‘Twin Falls gaso- 
eg ek 
’ ga juct , 
& over, deduct 1¢. " <4 
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Crude Oil Prices 





Domestic—Prices in effect August 15, 1957, but subject to later correction: In $ per bbl. of 42 U. S. gal. at the well. 






SCHEDULE 





2.73 2.42 2.39 
2.75 2.45 2.43 
2.77 2.48 2.47 
2.79 2.651 2.61 
2.81 2.54 2.55 
2.88 2.57 2.59 
2.85 2.60 2.63 
2.87 2.68 2.67 
2.89 2.66 2.71 
2.91 2.69 2.75 
2.98 2.72 2.79 
2.95 2.75 2.88 
2.97 2.78 2.87 
2.99 2.81 2.91 
pavoveecenesoccess 3.01 2.84 2.95 
8.08 2.87 2.99 
3.06 2.90 3.03 
sdb oceuovéeeserses 3.07 2.98 3.07 
3.09 2.96 3.09 
8.11 2,99 3.11 
bd vedeerccesecces 3.18 3.02 38.13 
$3.15 3.05 38.15 





FIELDS EAST OF CALIFORNIA 


E F G H I 





D 











2.68 2.66 2.938 2.98 3.03 2.88 3.08 
2.70 2.68 2.95 3.00 3.05 2.90 3.10 
2.72 2.70 2.97 3.02 3.07 2.92 3.12 
2.74 2.72 2.99 3.04 3.09 2.94 38.14 
2.76 2.74 3.01 3.06 3.11 2.96 3.16 
2.78 2.76 3.03 3.08 3.13 2.98 3.18 
2.80 2.78 3.05 3.10 3.15 3.00 3.20 
2.82 2.80 $3.07 3.12 38.17 3.02 3.22 
2.84 2.82 3.09 3.14 3.19 3.04 3.24 
2.86 2.84 3.11 3.16 3.21 3.06 3.26 
2.88 2.86 3.13 3.18 3.23 3.08 3.28 
2.90 2.88 3.15 3.20 3.25 3.10 3.30 
2.92 2.90 8.17 3.22 8.27 $3.12 8.32 
2.94 2.92 3.19 3.24 3.29 3.14 3.34 
2.96 2.94 3.21 3.26 3.31 83.16 3.36 
2.98 2.96 3.23 3.28 3.38 3.18 3.38 
3.00 2.98 3.25 3.30 3.35 3.20 3.40 
3.02 3.00 3.27 3.32 3.37 3.22 3.42 
3.04 3.02 3.29 3.34 3.39 3.24 3.44 
3.06 3.04 3.31 3.36 3.41 3.26 3.46 
3.08 3.06 3.33 3.38 3.43 3.28 3.48 
3.10 3.08 3.35 3.40 3.45 3.30 3.50 















ove eee > oe a ee oe ee 
2.14 2.80 2.20 2.77 3.28 2.42 2.62 
2.19 2.34 2.24 2.79 3.30 2.44 2.64 
2.24 2.388 2.28 2.81 3.382 246 2.66 
2.29 2.42 2.32 2.83 3.34 2.48 2.68 
2.34 2.46 2.36 2.85 3.36 2.50 2.70 
2.39 2.50 2.40 2.87 3.38 2.52 2.72 
2.44 2.54 2.44 2.89 3.40 2.54 2.74 
2.49 2.59 2.49 291 3.42 2.56 2.76 
2.54 2.64 2.54 2.98 3.44 2.58 2.78 
2.59 2.69 2.59 2.95 3.46 2.60 2.80 
3.@ $.% 383.6 2346:24£.8....;...) 22 
2.67 2.79 2.69 2.99 8.50 2.84 
2.71 2.83 2.73 3.01 3.52 2.86 
2.75 2.87 2.77 3.08 3.54 2.88 
2.79 2.91 2.81 3.06 3.56 2.90 
2.83 2.95 2.85 3.07 3.58 2.92 
2.87 2.99 2.89 3.09 3.60 2.94 
2.89 3.01 2.91 3.11 3.62 2.96 
2.91 3.038 2.93 3.13 3.64 2.98 
2.98 3.05 2.95 3.15 3.66 3.00 
2.95 3.07 2.97 3.17 3.68 3.02 





Prices are shown by states and by general 
areas in most states. 


GRAVITY SCHEDULES 


ALABAMA—Citronelle 
10¢ above Schedule D: Gulf. 


ARKANSAS 
Bear Creek, Stephens & Other Fields: 
Schedule D: Esso, Arkansas Fuel, 
Cairo & Othe Fields : 
mn. Esso. 
aon & “Steer Fields 
above Schedule D: a Arkansas Fuel, 


Other Fuels: 


Sohio. 





0. 
Haynesville & 


10¢ above Schedule A: Esso. 
COLORADO 
Rangley : 

Schedule A: ar 
Adams, Logan, Morgan, Washington, & Weld 
Counties : 

Schedule E: Stanolind, Pure, Sinclair. 
KANSAS 

Schedule A: Stanolind for all counties ex- 


cept Ellis, Graham, Osborne, Rooks, 
. Phillips for Greenwood County. 
C: Stanolind for Ellis, Graham, 
Osborne, Russell, and Trego Counties. 
Phillips "tor all fields except Greenwood County. 
| Bay ggg Texaco for all fields. Continental 

rton, Cowley, Ellsworth, Harvey, Mc- 
Pherson, Reno, Rice, Rooks, Russell, Sedgwick, 
on See Counties. Cities Service for ali 


Russell, 


LOUISIANA—Central 
Catahoula Lake & Other Fields : 
Schedule F: Sehio. 


Hemphill & Other ’Figlds 


§ Esso 
Olla & Other Fields : 
Schedule H: Esso, Arkansas Fuel, 





Sohio. 
LOUISIANA—Coastal 


10¢ above Schedule © (24-29 gravity) : 


LOUISIANA—East 
Bee Brake: 


I: Esso. 
Farview, pied i ral -.. Other Fields: 
Sun, Sohio. 


Holly Ri iy "Ridce ‘Other Filan’ 


LOUISIANA—North 
Ashland: 


Sun. 


Athens, Caddo & Other Fields: 
10¢ above Schedule A: Esso, Sohio. 
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LOUISIANA—South 


Lake Washngton: 
Schedule F: Esso. 

Anse La Butte & Other Fields: 
Schedule H: Esso, Texaco. 


MISSISSIPPI 

Carthage Point & Other Fields: 
Schedule F: Esso, Pure. 

Fayette & Other Fields: 

— G: Esso, Sohio. 
Schedule I: Esso. 

Eucutta & Other Fields: 


50¢ below Schedule E (18-30 gravity): Gulf. 


MONTANA 
Elk Basin (Frontier) : 
Schedule E: Stanolind. 
Elk Basin (Embar-Tensleep & Madison): 
Schedule Stanolind & Carter (schedule 
extends down to 15 gravity). 
Sour Crude: 
Schedule K: Continental. 
Sweet Crude: 
Schedule E: Continental. 
Cut Bank 
Schedule A: Phillips, 


Pondera 
Schedule M: Phillips. 


Carter, Texaco. 


NEBRASKA—Denver-Julesberg Basin 
Schedule E: Stanolind. 


NEW MEXICO—Intermediate Crude 
Schedule E: Gulf, Phillips, Stanolind, Tex- 
aco, Shell, Magnolia (schedule ends with 
below 15 gravity), Continental. 


NEW MEXICO—Sour Crude 
Schedule Q: Gulf, Phillips, Stanolind, Texaco, 
Sinclair, Magnolia, Continental. 


NORTH DAKOTA 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 

Schedule A: Phillips, Stanolind, Carter, 

Texaco, Continental, Qhell, Pure, Cities 

Service, Sinclair, Magnolia. 

OKLAHOMA—Soar Cru 

Schedule B: Stanolind, Carter, Texaco, Shell, 
Pure, Cities Service, Sinclair’ (schedule ex- 
tends down to 15 gravity), Magnolia. 


TEXAS—East Texas Field 
$3.25 Flat Price: Cities Serv Humble, 
Phillips, Texaco, Sinclair, Gur "Stanolind, 
Sohio, Magnolia, Shell, Sun. 


TEXAS East Central 
Schedule N: Humble, Pure. 








TEXAS—Gulf Coast 

Goose Creek & Other Fields: 
Schedule O: Stanolind. 
10¢ above Schedule 0 
Humble, Sun, Gulf. 

Hastings & Other Fields: 
Schedule O: Humble. 

Anahuac & Other Fields: 
Schedule J: Humble, Sun. 


TEXAS—North, North Central 

Schedule A: Stanolind, Texaco, Continental, 
Pure, Sinclair, Magnolia (schedule ends with 
below 29 gravity). 


TEXAS—Northeast (Asphalt Crudes) 
Taleo & Other Fields: 

Schedule P: Texaco, Humble (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 
Carson, Gray, Hutchinson, & Wheeler Counties : 
Schedule Q: Humble, Texaco, Magnolia 
(schedule ends with below 29 quad. Phillips. 
Quinduno 
Schedule A: Phillips. 


TEX AS—Southwest 
Kelsey & Other Fields: 
Schedule J: Humble, Sun. 
Mirando & Other Crudes: 
10¢ above Schedule H: Sinclair; (24-29 grav- 
ity): Humble, Magnolia, Sun, Texaco. 
Refugio Light & Other Crudes: 
10¢ above Schedule H: Humble. 
Refugio Heavy Other Crudes: 
15¢ above Schedule J (20-26 gravity): 
Humble. 


TEXAS—West Central 

Schedule E: Humble, Stanolind, Texaco, 
Shell, Pure, Cities Service, Magnolia (schedule 
ends with below 25 gravity). 


TEXAS—West Texas Sweet 


Schedule A: Gulf, Phillips, Stanolind, Tex- 
aco, Sheil, Pure, Cities Service, Magnolia 
(schedule ends with below 25 gravity). 

Schedule E. Gulf, Sinclair. 


TEXAS—West Texas Intermediate 
Schedule E: Gulf, Phillips, Stanolind. 


TEXAS—West Texas 


(24-30 gravity): 


Schedule Q: Gulf, Phillips, Stanolind, Hum. 
ble, Texaco, Pure, Cities Service, Sinclair 
Shell, Magnolia. 

WYOMING 


Meadow Creek & Other Fields: 
Schedule E. Stanolind, Pure. 
Schedule K: Continental. 

Winkleman Dome & Other Fields: 

Schedule K: Stanolind, Pure, Sinclair, Stano- 
lind O & G (schedule extends down to 15 
gravity), Continental. 

Schedule L: Continental. 

Converse, Johnson, Niobrara & Park Counties: 

Schedule E: Fle rental. 

Salt Creek Field (Tensleep Crude) : 

Schedule A: Stanolind O & G. 
















Crude Oil Prices 





FLAT PRICES 


ARKANSAS 
Smackover (Ark. Fuel) 


ILLINOIS 
Ill. Basin (Carter, Texaco, Ohio Oil, 
Shell, Magnolia, Pure, d, 
G io) 
{. (Sohio) 
Dudley field (Sohio) 
Plymouth (Ohio Oil) 


INDIANA 
Ind. (Sohio) 


KENTUCKY 
Butler >. area (Owensboro- 
Ashl. 


LOUISIANA 
Bivens (Atlantic) 


MICHIGAN 


Only lowest and es postings of each 


company are shown 
Bay Pipe Line: 
Deep River (sour), West Branch 





MICHIGAN 
Leonard Pipe Line: 


Clare City 
Fork & - fields 
Pure: 


Adams & Deep River 
Coldwater 
Simrall : 
Grant 
Barryton- Sun Denslow 


Sohio 
Coldwater 


MISSISSIPPI 
Bax 


Crude (Gulf) 


MISSOURI 
St. Charles (Sohio) 


MONTANA 
Darling (Carter) 


OHIO 
Cleveland 3, fields Resccnnsg 


PENNSYLVANIA—Penn. Grade 
Allegany, N. Y. (Sinclair) 
Bradford, Pa. (Seep) 

Eureka, W. Va. (Seep) 

Middle Penna. (Seep) 

Southwest Penna. (Seep) 
Zanesville, Ohio (Ashland) 


terville : 
Condensate (Gulf) ................ 








NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
16.55 13.30 
Month ago .... 16.37 13.37 
16.49 12.86 


Dealer index is an average of dealer 
tank wagon prices ex tax in 50 cities. 

Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or ter- 
minals: Oklahoma, Chicago District, 
Minnea = teal Paul, Western Pennsyl- 
vania, Philadelphia, Jackson- 
ville, enon 4" Gulf Coast. 











TEXAS 
Chapel Hi 
nee Bal Sinclair) 
Crude ir) 
Clay Creek (Sun) : 
Conroe (Humble, Sun, Texaco) 
Darst Greek (Humble) Keseee 
Tomball ae, Saget) 
Van (Humble) ati area 
Van ( aT 


WYOMING 


Big Sand Draw Condensate 
(Sinclair) 





CALIFORNIA 


S. O. California prices. All gravities above those quoted take highest price offered for field specified. 


Elk Bageineten Kettleman § Wheeler 
Hillst Beac Inglewood Hille Torrance Ridge Wilmington 


Z< 
sit 


dabebatabetstetetoei 
SRSASSSSSY: : : 
- 02 90 60 60 80 no NO no nono ORO RO NONS- . 


: RSSSeesseeeeran: : 


al teletetecetotatatacatsasteeaaeaiete 
: SASRSheeewsesaesseaeasre: : 


+ $2.0 60 60 60 60 60 60 60 60 960 60 80 20.80 80.00 00 20 20 80 
: SSSRSRSRSASKSSSSSIVNESS 
| $2.0090 60 00.60.60 60.60.60 c0 co co noreroneneno$s. ; 
: SSSSRBSaSSSLSESSRS3B: : 
: SBBRNERRSRSSSseees: : 
ol Lolehetebatetetatabatacatecacaralace 
: SSSBSSacSRSSSSSlFq: : 


77 
81 
85 
89 
93 
-97 
-01 
-04 
-08 
ll 
14 
18 
21 
26 
29 
.33 
87 
41 
45 
49 
53 
-56 
60 
-64 
-68 


j Sunsehsnsearaess: Pibiiiiiiis: 


$2.9 
2. 
3. 
3 
3 
3 
3 
3 
3. 
3 
3 
8 
3 
3 
3 
3. 
Su 


*Prices are same for Elk Hills (Shallow) end Midway 
Stevens Zone. 
#Long Beach. 


Canadian Crude Prices 


Postings of Imperial Oil Ltd. Prices are 
in Canadian dollar per bbl. of 35 imp. gal. 





Leduc-Woodbend .. 
Malmo Nisku, L. C. 


New Norway Nisku 
Alberta New Norway Leduc 


Rimbey 
Sturgeon Lake Leduc 
Sturgeon Lake Triassic 


Prien g with 33-33.9 gra at Bo 
64 and above at $3.21. wr 
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Foreign—Prices in effect August 15, 1957, but subject to later corrections; in $ per bbl. of 42 U. S. gal., except as noted. 


VENEZUELA MIDDLE EAST 


Prices per bbl. for cargo-lot quantities, FOB vessels at ports shown; effective at time vessel Prices are per bbl. of 42 U.S. gals., exclusive 
tenders for loading; subject to change without notice, and to availability and other terms stated of local port or other governmental charges, 
below; 2¢ per bbl. differential per degree of gravity applies for gravities below and above those sales taxes, etc., if any; FOB loading port in- 
shown, except as noted. Prices for crude oil sold at points other than those indicated subject dicated, for gravities shown ; 2¢ per bbl. differ- 
to variation from prices shown below to reflect any change in transportation and te ential per degree of gravity applies for below 
requirements. Key to companies posting: 1—Colon Development, 2—Compania Shell de Vene- snd above those shown. 
zuela, 3—Creole Petrolum, 4—International Petroleum, 5—Mene Grande, 6—Richmond Explo- 
ration, 7—Sinclair Oil & Refining, 8—Socony Mobil Co. de Venezuela, 9—Texas Petroleum. ia - 

gos Port " . Gravity Price ‘ Persian Gu 
uerto La Cruz . rude Gra Price 
Bachaquero Las Piedras/Amuay Flat 2.23# Arabian (ex Rastanura) _ 
Bachaquero d 5-13. 2.20% Esso Export, M. E. Crude 
achaquero I 7 “ Sales, Mobi rseas, 
Bachaquero Heavy Las Piedr 4 Flat California oe heapen 

livar Dist. Heavy . . Texaco Tradi 34-34.9 $2.08 

livar Dist. Heavy Cardor 2 5 Arabian, Safaniya (ex lastanura) 

livar Dist. Heavy gu 0 ¢ Esso Export, M. E. Crude 
Boscan “eS < Sales, Mobil Overseas, 

Texaco Trading, Cali- 
fornia en 27-27.9 1.79 
Basrah, Iraq (ex Fao, Iraq) 
BP Trading, CFP 36-36.9 2.00 


0.0-30. : seas, Shell P 35-35.9 1.98 
Colonchat oS See Iranian (ex Bandar Mashur) 
Tucupido 48.0-48.9 ° Iran Atlantic, Tj ter- 
Puerto La Cruz 2.80 





Esso Export, Richfield 
Iran, Iran Calif., Gulf 
Int'l, CFP (Iranian 
Branch), Sohio-Iran, San 
+ Jacinto, Nat'l Iranian, 
Flat 2.38 Pac. Western-Iran 34-34.9 2.04 
Flat ......., Iranian Light (ex Abadan) 
. About 15/16 Iran Atlantic, Tidewater- 
24.0-24.9 Iran, Am. Independent, 
; : : Mobil Overseas, Shell 
Pet., BP Trading, The 
Texas Co. (Iran), Han- 
cock Int'l, Signal Int'l, 
Esso Export, Richfield 
Iran, Iran Calif., 
Int'l, CFP (iranian 
Branch), Sohio-Iran, San 
Jacinto, Pac. Western-Iran 34-34.9 1.99 
Iranian Heavy (ex Abadan) 
a oe Tidewater- 
ran, . Independent, 
Mobil Overseas, Shell 
Pet., BP Trading, The 
Texas Co. (Iran), Han- 
cock Int’l, Signal Int'l, 
Export, Richfield 
r - Iran, Iran Calif., Gulf 
Cardon 2 t Int'l, 
Capure (Pedernales)f ... ; . 
Caripito 
Puei 








cinto 31-31.9 1.80 
Kuwait (ex Mina-al-Ahmadi) 

BP Trading, Gulf Kuwait, 

_ Overseas, Esso 


port 
Qatar (ex Umm _ 
Shell Pet., Mobil erseas, 


Esso Export 
BP Trading, CFP 


31-31.9 1.85 


Eastern Mediterranean 
Gravity Price 
41-419 2.23 


Crude 
Arabian (ex Sidon, Lebanon) 
Esso 


ME. Cru obi 
Overseas 34-34.9 2.65 
we Ne Tripoli, Lebanon/Banias, Syria) 
BP Trading, CFP, 
Shell Pet. 


Export, .... 36-369 2.69 
Mobil Overseas vec bona ee. eae 





0-24; FAR EAST 
24.0-24.9 i . 

Price is in U.S. dollars bbl. of 42 US 
16.5-16.9 1. gal., FOB Luton weed ae § 
Differential per 4 degree gravity: *2.5¢ bbl. 3.5¢ bbl. xDifferential of 2¢ =e for each Sa k ° 

for each full 4% below 4. t 


1 degree gravity above 41.0, 2.5¢ : 
#Also available at La Salina at 3¢ bbl. less. ¢Also available 
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Statistics 


Gasoline Consumption by States, April 1957 


(American Petroleum Institute sd 





Tax Ratet - 
April Mar. 1957 
Cents Galions 


OES eee eee 


x 


Colorado... ... CAPO ent Dee 

Connecticut........ : 

ne MPRA Pet 

District of Columbia............ 
rid: 


RN 


Kentucky 
Louisiana 


New Hampshire........................ 

New Jersey 

New Mexico............ ‘ 
DT LS.) a hits oh aleve» & v ober can eaaes s bs 
North Carolina 


x 


Virginia........ 
Washington sevivekecwsy 
WE IR 5 ov cd o> sa delive Wiikic sews 


7 
5 
6 
6 
6 
6 
5 
6 
7 
6 
6 
5 
6 
6 
5 
7 
7 
sf 
6 
5 
6 
5 
7 
3 
7 
6 
6 
5 
4 
6 
4 
7 
6 
5 
6 
6 
6 
4 
7 
5 
7 
5 
5 
5 
6 
6 
6 
6 
5 


Total 48 States and D. of C 
Daily Average 

Change from previous year: 

Total change 

Percentage change in Daily Average 


74,787 ,000 


4,551, 745,000 


April 1957 April 1956 
Gallons allons 


73,714,000 
30,479, 

47,724,000 
or ee ene 
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, 497 000 
+3 .99% 


+ These are State tax rates per gallon. In addition there is the Federal Tax of Three cents (3¢) per gallon. 


(r) Delaware revised, February 12,176,000. 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for .regular-grade (house- 
brand) gasoline, and taxes, in 55 representative U. S. cities on August 
1, 1957 as compiled by National Petroleum News are shown below. 
Figures are in ¢ per gal.; (i) and (d) indicate increase or decrease 
as compared with July 1, 1957. Tax column indicates only motor 
fuel taxes levied as such. 


Dir. T.W. 
(ex tax) 


Average U.S. ........ 
Portland, Me. ........ 
Manchester, N. H. 
Burlington, Vt. ....... 
Boston, Mass. ........ 
Providence, R. I. 
Hartford, Conn. 
Buffalo, N. Y. . 

New York, N. Y. 
Newark, N. J 
Philadelphia, 
Wilmington, Del. 
Baltimore, Md. 
Washington, D. C. 
Charleston, W. 
Norfolk, Va. 
Charlotte, N.C. ...... 
Charleston, S. C. 


Sie Sedo taoiiees Ss) 
— 
KRwWNNAYNOADS ARNAARRS 
\o 00 S co 
20 
7 be 0 n 
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Oe rete ee 
' 
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SOK SCO SS OOOO © W ~1~)~1'0 ~100 
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SRSSEsssssszasssss: 
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N 
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=BS= 
$3ss 


$88888838888823888e288 
SSSSsbsssssssssuesssss: 


BABA. 
WWWWWww 


SOCOCOCAMMWMDOOOSCHDIOOOGOCBOOHMONBHWO 


Louisville, Ky. 
Cleveland, Ohio .. 
Cincinnati, Ohio 
Indianapolis, Ind. .... 
8 Ee 
Detroit, Mich. 
Milwaukee, Wisc. .... 
Twin Cities, Minn. .... 
POUOD, Bee Bie k ks 
Huron, $. D. ......... 
Omaha, Neb. 

Des Moines, Ia. ...... 
St. Louis, Mo. ....... 
Wichita, Kans. 

Tulsa, Okla 

Little Rock, 

New Orleans, La. .... 
ROS RIS 05 P88 0 os 
Houston, Tex. ....... 
Et Pate, Tet, 2... 3; 
Albuquerque, N. M. .. 
Denver, Colo. ........ 
Cheyenne, Wyo. ...... 
Great Falls, Mont. .... 
Boise, Idaho .. oe 
Salt Lake City, Utah .. 
Reno, 

Phoenix, Ariz. 

Los Angeles, Calif. ... 
San Francisco, Calif. . . 
Portland, Ore. 


SyReeSyssy 
Sesssssss 


—_ — 


* 


SSSSSSSSSsssssssssssssssssssssses 


Pwowoonowrvo 


Spokane, 
tiem 1¢ city tax. ** Includes 0.5¢ city tax. (c) 
also. 


ie) 


orrect for July 1 
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LET US 


CHECK YOUR OIL. 
| FaR SAFETY 









THE BENNETT 
OIL MERCHANDISER 


sells more oll faster 
any way you look at It 


The Bennett Oil Merchandiser puts oil out on the island — where 
it’s most convenient for you to reach where it’s most convenient 
for your customers to buy and sells for you day and night 


|Siebp haa temmercteWebucbret-l-<ome- Tele Mobi y oer t-) Mt c-1ch e\-Mrie-Lalese Mel (ar-Tel sy 
Panel lock eliminates pilferage and need of moving when station 
is Closed. Illuminated panel is available if desired 


Handsomely finished to add eye appeal to your islands 


Write today for the Bennett Rule of 4 Plan that shows-how 


you can sell more oil faster 


JOHN Woop COMPANY. Bennett Pump Division, Muskegon, Michigan 


strict Offices peetceives ¢ Atlanta « Baltimore * Boston ; and © Dallas « Denver e 
Kansas City * Los Ang les © Mak Gelbans « NAPA EEEE his < Piltawurch = wstir © Salt Lake. « Seata © Ri.Baul ° an Frar 


IN CANADA J0nn _—* COMPANY EP MITED 


EXPORT W ternational Cor atic 9 Broa 








WE’RE GOING TO TOWN...YOUR TOWN 
with powerful selling support for the 
PEAK “EXPERT DEALER” PROGRAM 


Look at 


Page ads in Life, Saturday Evening Post, 
Successful Farming, Capper’s Farmer! 


The ads will tell over 45 million readers to look for the 
sign of the eXpert to get a special Pre-Winter Checkup when 
they buy their anti-freeze early! Put up your sign to tie-in! 





Spots on local 
television stations! 














We're using TV spots to send car owners your way early for 
PEAK® Anti-freeze and the Pre-Winter Checkup. Use the Wheel Tags 
to open the door to extra winter sales. 


Newspaper advertising 
on the sports pages! — 


These sales messages cover most of the car owners in your 
area. They’re timed right to your local selling season. They'll send 
car owners looking for “the sign of the eXpert”! The PEAK 
sales kit contains everything you need to pull them your way. 








Eye-catching billboards 
at heavy-traffic locations! 


Here’s saturation coverage on a day-after-day basis. 

These colorful billboards remind car owners to look for 
the sign of the eXpert! Tie-in to cash-in . . . use all the sales 
aids you get when you stock PEAK! 




















bs STOCK PEAK ® PEAK gives unsurpassed all-winter freeze protection. 


AND * PEAK gives better protection from rust and corrosion 


SA, THE BEST! | ° PEAK is vorcnteed. 
By . 
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»e-greatest tandem 
safety feature! 


The New Axle Stabilizer: 


Full Leverage Braking Torque Control 


” iz 
@ ELIMINATES 


AXLE HOP 


> Reduces Stopping Distance by as Much as 50% 
\ 


<4qREYCO 


“22” SERIES TANDEM 
with AXLE STABILIZER 


Hlustration at left shows component parts 
of Axle Stabilizer 
(1) Adjustable torque arms supplied for 
right side. 
(2) Rigid torque arms supplied for left 
side. 


(3) Axle attachments. (Available for tubu- 
lar or I-beam axles.) 


Now for the first time there’s full- 
leverage braking torque control for 
trailers and tankers! The new Reyco 
erauh ing ponies ‘he A 
. . represents the greatest 
Put your vehicles on the road with and most significant engineerin 


achievement since the introduction o 


full confidence ou greatest safety! new, lighter-weight trailers and tank- 


ers for greater payloads. Only Reyco, 
: ; Sack Si with the new (patent pending) Axle 
The trend to lighter vehicles for With the elimination of axle hop and Stabilizer, assures complete safety of 
heavier payloads created suspension with constant tire traction achieved, operation for such vehicles . .. empty, 
unit problems that only Reyco Engi- the new Reyco “22” Series Tandem pay eager —— i. ao —_ 
neering has solved! The new Reyco = with AXLE STABILIZER reduces §tbitizer, ‘by eliminating axle hop 
“22” Series Tandem with AXLE STA- stopping distance by as much as 50%. creates the badly on safety nop. 
BILIZER eliminates axle hop! Reyco’s Uncontrolled braking torque no longer tor for these lighter vehicles... also 
exclusive (patent pending) Axle Stabi- can “push” the vehicle into an acci- reduces tire wear aud cupping, down- 
lizer keeps tires hugging the road, dent. Vehicle fatigue caused by the a vhaapven the 10eA, von oh gies 
absorbs braking torque within itself hop, skip and jolt of spring windup in your equipme nt and cargo a REYCO 


instead of transferring it to vehicle! the suspension unit is eliminated! YDE RIDE 


NATION-WIDE SALES @& SERVICE 


4-357 COPYRIGHT 1957 REYNOLDS MFG CO. “PATENT PENDING 


REYNOLDS MANUFACTURING CO. 


Pree wrtet(D, MISSOURI 
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EXTRACTABLE 


A. O. Smith now offers greater efficiency, economy 
and utility in remote dispensing systems. 


This new pump — a compact, 50-lb., integral 

unit — can be installed or removed by one 

man in minutes through a tank opening as small as 
3-% inches in diameter — without disconnecting 

piping (see inset photo). What’s more — with 

the new pump A. O. Smith systems can serve up 

to six dispensers efficiently under variable atmospheric 
pressures and temperatures with the tank placed 
anywhere on the property! 


Further, pit hazards are non-existent because the 
access box needs no venting or drainage. The 
complete assembly, including electrical connection, 
is watertight. 


Available in two sizes — \% or % h.p. explosion-proof 
motors. Specially designed for use with attractive 

A. O. Smith dispensers shown below. See your 
representative or write for detailed bulletin. 


| 


DISCHARGE 
HEAD pump and 
junction box re- 
movable through 
discharge head 
by removing four 
bolts. 


INTAKE AND 
STRAINER liquid 
is drawn horizon- 
tally, leaving 
scale and sedi- 
ment undisturbed 
at tank's bottom. 


JUNCTION BOX 


accessible from 
grade tevel, 
swivels for easy 
installation. 


CHECK VALVE 
and THERMAL 
RELIEF VALVE 
both easily ac- 
cessible from 
grade level, de- 
signed for long, 
trouble-free serv- 
ice life. 


MOTOR AND 
PUMP certified 
explosion proof; 
moving parts iu- 
briceted and 
cooled by product. 











Through research < ...@ better way 


METER PRODUCTS DIVISION 


Factories: 5715 Smithway St., Los Angeles 22, Calif.; P. 0. Box 500, 
Succasunna, N. J. Offices: Atlanta 5, Ga.; Chicago 4, I!I.; Houston 20, 
Texas; Los Angeles 22, Calif.; New York 17, N. Y. Canada: Toronto 
12, Vancouver 1. International Division — Milwaukee 1, Wisconsin. 


™. | bea ae 


Medel L3RCP Dispenser 
for use with remote dis- 
pensing systems feotures 
concealed hose. 


’ 
Model L3RT Dispenser ; 
featurestwinhoses...con 4 
be furnished for dispens- ] 
ing one or two products. 


be readied for use from the 
station by flick of lever. 
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match your service 








fe 


..-install the = 5 
motorcompressor __= ae 
designed to meet your specific requirements... 

















Ingersoll-Rand 





powerful > compact: economical 


Attractive, inviting appearance pulls in the customers . . . fast, efficient service 
keeps them coming back. The modern answer to your air-supply problems is 
here with the brand new I-R Channel-flo. 

Ingersoll-Rand has adapted the many time-tested features of their larger com- 
pressors into a small, versatile unit to bring you new efficiency and economy. 
The Channel-flo is available in 1% or 2 hp. It's a two-stage, 200 pound per 
square inch unit. Get full details from your nearest Ingersoll-Rand branch or 
write direct to Ingersoll-Rand, 11 Broadway, New York 4, N. Y. 





Ingersoll-Rand 


11 Broadway, New York 4, N.Y. 
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New WHITE 9000 Tractor 
Has Special Advantages 
For Petroleum Industry 


The new WHITE 9000—like this tractor now in service on the eastern 
seaboard for The National Oil Company, Inc., Richmond, Va., is 
engineered to the exact needs of the petroleum industry. 

Here’s maximum payload — 6100 gallons — because of its weight 
distribution and 90-inch dimension (front of bumper to back of cab). 
Here is efficient power— The White Mustang —able to handle schedules 
better with top payloads. And drivers like the safety, maneuverability 
and riding comfort of this truly modern truck. 

Best of all—the White 9000 keeps transportation costs down — 
delivers more at lower cost. 

Find out how you can modernize with the White 9000 — extra 
profitably. 


THE WHITE MOTOR COMPANY « Cleveland 1, Ohio 


NATIONAL OJL CO., INC. operates a fleet of more than 100 
trucks delivering petroleum products from 28 bulk plants in 
Virginia, Georgia, Florida and the Carolinas. It is one of the largest 
independent jobbers in the east . . . was founded in 1896 with a 
300-gallon tank wagon and team of horses. 
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Right on the job... 


Lee 


CHETOPA 
TWILLS® 


because Lee “engineered” 
these wear-tested twills 
especially for your indus- 
trial and business needs. 


Get all the value 
money can buy with 
Lee Clothes for industry 


Smart looking, practical, money- 
saving. Worn and preferred by 
men on the job. 20 Tough-Tai- 
lored Extras stand up under hard 
use, countless washings. There’s 
a garment for every job. 


Call or write nearest Lee Division 
Office. A trained consultant will con- 
tact you promptly. 


THE H. D. LEE Co., INC. 


General Offices: 117 W. 20th St., Kansas City, Mo. Sales 
Offices at Chamblee, Ga., South Bend, Ind., Minneapolis, 
Minn., Dallas, Texas, Trenton, N. J., San Francisco, Calif. 


200 











/STEBER\ SERVICE STATION LIGHTING 
LOOKS BETTER * LASTS LONGER LIGHTS BETTER 


Steber Lighting Equipment is built with your future in mind. 





Weatherproof aluminum—cast, spun, sheet and extruded forms 

are used in making Steber Units as maintenance-free, durable and 

eee nears | as they are efficient in providing Service Stations 
improved lighting. 


Write today for Steber literature. Get the details now on how 
Steber Equipment provides better, longer-lasting, low cost lighting. 


All-aiuminum Steber Skyliners come in 4’, 
8’, 12’ and 16’ basic units. Original wrap- 
around doors provide up to 60% more light 
emitting area. Provision for mounting 
Steberlite clusters along channel cover. 








New open type Rounded End Skyliners mount on 
straight or modern Steber Davit poles. Uses 6 or 8 
eight-foot fluorescent lamps. 


Enclosed Steber Flood- 
lights for 300-1500 
watt incandescent or 
400 watt mercury 
vapor lamps. 





HINGED 
POLE 


Steber heavy-duty 
hinged poles are 
available in 20’ 
and 24’ heights for 
one, two or three 
floodlights. 


FLOODLIGHT 
BRACKETS 


a 


THB-2 
Dual Bracket 


a Write for new Bulletin 


THB-3 ""Steber Service Station 
Triple Bracket Lighting Equipment,” 


/STEBER\ 


No. 6000 porcelain 
enameled Elliptical Reflec- 

tor with cast aluminum neck 
and mounting. Also available with 
aluminum reflector. 


Steber Mushroom Light for three 
200 watt lamps. Reflector is 20” 
in diameter. 





STEBER MFG. CO. OF CALIFORNIA, INC. 
242 So. Anderson St., 


STEBER MANUFACTURING CO. Png preted ge 


Dept. 88, Broadview, Illinois 33 Ingram Drive, Toronto, Canada 
Sold Through Leading Distributors 
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ADJUSTABLE WIDTH 





DRIVE-ON LIFT 








Handles ANY 
passenger car 
or light truck 


Large or small cars—the U.S. Adjustable 
Width Lift handles them all—with a 
simple adjustment that moves runways in 
or out ih a matter of seconds—from a 
minimum of 36 inches between runways 
to a maximum of 45 inches. 


With narrower, adjustable runways to 
accommodate all size cars, the U. S. 
Adjustable Width Lift provides maximum 
working space and full under-car 


& accessibility. 
= ° 
— 


i }7 | 2 me 


Write for complete 
information and 
descriptive literature. 


UNITED STATES AIR COMPRESSOR CO. 


S300 Harvard Avenue + Cleveland 5S, Ohio 
AIR COMPRESSORS . HYDRAULIC LIFTS . LUBRICATING EQUIPMENT 
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MODEL 97 Special 
4500 Gallon 

2 compartment 

Truck Tank, 2’ 
pumping equipment, 
175’ of 14” hose 
65 GPM at nozzle 
rncunted on 1955 
Diamond T 102" C-A 
Cunningham Oil 


Co., Chicago 





just 
as 
simple... 


as Simon, the PIE* man can tell you . . . 

Progress truck tanks are always the best buy in all ways. 
Progress custom built tanks give you exactly 

what you need .. .no frills or extras. 


Built to your specifications in any capacity. 


MANUFACTURING COMPANY, INC. 
ARTHUR: ILLINOIS 


PROGRESS INDUSTRIAL ENGINEER 
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THE GILBARCO ROTO-PRIME 


CUTS MAINTENANCE, BUILDS PROFITS 


Self-priming and lubricated with ordinary motor oil, Before you buy any pump, check these 
the Roto-Prime cuts maintenance problems to a mini- important features. You'll find no 
mum. And the great versatility of this pump often other pump can compare! 
makes possible 30% to 50% savings in equipment costs, © Positive self-priming on suction lifts 
savings you'll find registered in your profit column! © Self-evacuating against discharge pressure 
With a capacity range of 50 to 1500 G.P.M. and heads e Efficient volute design 
up 160 feet, the Roto-Prime is the only pump designed © No gear reductions; operation at standard 
exclusively for petroleum handling jobs. motor speed 
®@ No air reservoirs or relief valves 
* Designed for outdoor use without secondary 
covering 
© Mechanical type seal for trouble-free 
operation 
© Motor oil lubricated; minimum maintenance 
@ Ball-bearing equipped for long wear and 
smooth, quiet operation 
® Dynamically balanced impellers 


Write today for catalog and full information: 


HOW THE AUTOMATIC VARIABLE-CAPACITY PRIMING PUMP OPERATES 


Full Priming — With Partial Priming — As Neutral— When all dir and 
air or vapor in the the pump evacuates vapor are removed, liquid 
lines, pressure of air and vapor from pressure equalizes spring 
spring on top of the the lines, liquid pres- pressure and the pump au- 
movable slide holds sure builds up on the tomatically slides into neu- 
the priming pump underside of the slide, tral . .-. where it remains 
in full pumping po- moving it upward to- until air and vapor again 
sition. ward neutral. appear in the system. 
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Purolator Air Filter 


IMPERIAL 


Purolator Air Filters open a 
great new sales market that 
covers the complete 1957 
Chrysler and Ford line! 


Now you and your dealers can: really 
begin to cash in on extra sales and profits 
with Purolator Air Filters . . . extra busi- 
ness you'll both enjoy over and above 
present oil filter volume. 


That’s because, right now, most 1957 
Chrysler and Ford cars—10 makes in all 
—are just about due for a Purolator Air 
Filter replacement. 


Be sure your dealers have an! ample 
stock of Purolator Air Filters on hand— 
ready to capture their share of the new- 
est, fastest growing profit opportunity 
in filter sales. 


PLYMOUTH CHRYSLER 


Changing Dry Air Filters 
is clean and easy! 


No messy rags—no need for a gasoline bath. 
Simply lift out the old filter, insert the new one 





... and the job is done. 





Business 
Us on the road —NOW!_ 


— a - 
ath Ue" £5 ait. 


A AAPOR 9 RF a 


an. 


LOTTA he AR ALPE LED IO OE STARR ACERT DN, RNC A he 








CONTINENTAL THUNDERBIRD 


.. From shop data to 
promotional aids— 
Purolator has it all 





And it’s made-to-order for 
building the “come again” 
sales volume that’s like money 
in the bank. 


Be sure your dealers get 
and use the whole Purolator 
Air Filter sales package. 


PUROLATOR PRODUCTS INC. 
Rahway, New Jersey 
Toronto, Ontario, Canada 


What a team to clean up with! 


PUROLATOR 


“Purolator” Reg. U. 8. Pat. Of. OIL AND AIR FILTERS 





About Oil People 


OIL MEN who attended the 10th session of Columbia’s Executive Program 
in Business Administration, Arden House, N. Y. are, left to right: C. D. Hall, 
manager, Norfolk division, The Texas Co.; B. E. Corwin, manager, Zanesville di- 
vision, Standard Oil Co. (Ohio); W. S. McConnor, manager of operations, re- 
fining division, Pure Oil Co.; J. L. Hiller, Jr., assistant manager, South Carolina 
division, Esso Standard Oil Co.; O. C. Johnson, assistant general manager of 
manufacturing, central region, Socony Mobil Oil Co.; H. S. McCray, manager, 
purchasing department, The Texas Co.; and S. E. Jaros, director, Esso Research 


News Notes... 





Rex Kent, Kent 
Oil Co., Salina, 
Kan., has retired 
from oil market- 
ing at 68—but he 
plans to remain 
active as a hotel- 
man. 

Kent sold: his 
company to Vick- 
ers Petroleum Co. 
His son, Bob 
Kent, will stay on 

as executive vice president and general 
manager. 

Kent is one of the veteran independ- 
ents of the Midwest. He started his own 
oil marketing company in Salina in 
1921 and has been a strong Midwest 
factor ever since. 

He retains interest in Rapid Transit 
Co. (a transport company), Kent 
Cafes, Kent Hotel (Norton), Kent 
Motel, Russell and Adams Hotel 
(Denver). All are closely-held corpora- 
tions. 

During the 1930’s he was in the 
NRA as a without-compensation offi- 
cial. During World War II he was 
active in PAW and the Office of 
Defense Transportation. He was a 
member of the first Interstate Oil 
Compact and was one of the first 
jobbers—if not the first—to be named 
to the API board of directors, a 
position he still holds. He’s a past 
president of Kansas Oil Men’s Assn. 
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Roy B. Dill, advertising manager 
of Socony Mobil Oil Co.’s central 
marketing region, retired after 30 
years with the company. 


* i 

K. G. Johnson is the new Portland, 
Ore., region public relations represen- 
tative for Standard Oil Co. of Cali- 
fornia. He was formerly assistant to 


the regional manager in Salt Lake 
City. 


Joe W. Perry 
has been named 
to the new post 
of marketing 
manager, respon- 
sible for all indus- 
trial and consum- 
er marketing as- 
pects of Hancock 
Oil Co. of Cali- 
fornia. He was 
formerly the New 
York district mar- 
keting manager for Tidewater Oil Co., 
and before that vice president and 
assistant general manager of Esso 
Standard Oil Co. in San Juan, P.R., 
and the shareholder’s representative 
for Standard Oil Co. of New Jersey 
in Germany. 

K. Bruce McCrea moves up from 
assistant to the sales manager to as- 
sistant marketing manager. 


Perry 


A. R. Beaton is now sales manager 
of the Maritime division of Canadian 
Petrofina, Ltd., headquartered in Hali- 
fax. He was formerly district manager 
in Halifax. 

a 


Roy L. Brickey, manager of the 
New York Sales Division, Esso Stand- 
ard Oil Co., recently celebrated his 
30th anniversary with the company. 

* 


H. A. Lillja, manager of the South- 
west division, Humble Oil & Refining 
Co., has retired after 45 years with the 
company. Paul E. Edge, Jr., former 
assistant division manager of the 
Southeast division, succeeds Lillja. 
George A. Lindsey, former Houston 
district manager, succeeds Edge. 


V. A. Lervold, district sales assist- 
ant at Seattle, Wash., for General 
Petroleum Corp., has been appointed 
chairman of the Seattle Oil Informa- 
tion Committee. 

* 

Lion Oil Co. men recently retired 
include: William D. Cyphers, manager 
of lube oil sales; Eugene C. Carr, 
credit manager. 

& 


Floyd W. Bules 
has been promoted 
to assistant gen- 
eral manager of 
Pure Oil Co.’s re- 
tail marketing di- 
vision. He will be 
in charge of field 
operations and 
work directly un- 
der the assistant 
vice president for 
retail marketing. 

Frank H. Allen, formerly general 
manager for southern retail! marketing, 
succeeds Bules as general manager for 
northern retail marketing. John C. 
Dial, manager of the Southeastern 
division, becomes general manager for 
southern retail operations, and is suc- 
ceeded by John O. Little. George S. 
Willcox, Jr., replaces Little as manager 
of the eastern division, with head- 
quarters in Charlotte, N. C. 
e 
H. J. Horsch has been named assist- 
ant manager of the newly created 
supply division of Phillips Petroleum 
Co.’s supply and transportation depart- 
ment. He has been in the department 
since 1939. John E. Harris, Jr., for- 
merly manager of the crude oil supply 
division, is manager of the new divi- 
sion. 
(Continued on page 208) 
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“$2,000 is traveling in each of 
those J&L drums, Hank. 
How'd the linings look?” “Everyone’s as perfect 
as the sample we tested. Tell Sales 
to quit worrying, Dick... 
we'll get there in perfect shape.” 


LININGS THAT TALK 
YOUR LANGUAGE 


© J&Lspecialists, backed up by 
modern research, are ready 
to consult on your toughest 
packaging problems. 


e J&L, an integrated steel 
producer, controls container 
quality from start to finish. 


e J&L steel containers provide 
engineered packaging for de- 
pendable transportation and 
safe storage. 


® Precise fabrication and cor- 
rect specification of fittings 
and closures. 


e Prompt dependable delivery 
from nine plants. 


Call your nearest J&L Con- 
tainer Division office for rec- 
ommendations on your pack- 
aging problems. Or write 
direct to the Container 
Division, 405 Lexington 
Avenue, New York 17, N. Y. 


Jones & Laughlin 
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Mall ee 


FOR FLEETS, FARMS, DOCKS, 


Installations large or small... tanks above or 
underground . . . space limited or unusual... 
for any budget... there is a Gasboy Electric 
engineered and priced to fit the need exactly 
... Only GASBOY offers ‘‘all three” . . . savings, 
quality, and performance guaranteed. 


 Sforkner Vi 


ONE HUNDRED 


Model 100 . . . beautiful stream- 
lined full length cabinet style 
. .. 14 GPM belt-driven pump- 
ing unit... the industry's most 
popular pump. Underwriters’ 
approved. 


fe 


z- 
i od 
SS 


= 


CONSTRUCTION JOBS, ETC 


Model 


9 Qupev, PACT 


Series 200 cabinet style 
“Compact”. . . this 12’ 


, wy square midget performs 


ie =| like a giant. All Gasboy 


Electrics deliver a fast 
14 GPM. UL Approved. 


3 j th 
Eu se A 


FOR EVERY ACCOUNT 


Let us show you how you'll be 
time, money and satisfaction 
ahead when you use “all three” 
styles of Gasboy Electrics. 
Twenty madels to choose from. 


Series 900 offers the maxi- 
mum in all-around economy 
... Rugged . . . weather- 
proof... wee 
dependable, Samm. 

UL Approved. L 


WM. M. WILSON’S SONS, INC. 


LANSDALE, PA 
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(Continued from page 206) 

John B. Turner, vice president and 
director of Orange State Oil Co., 
heads the first United Fund drive ever 
held in Miami, Fla. 

& 

Donald D. John- 
son has been ap- 
pointed executive 
secretary of the 
Colorado Petro- 
leum Marketers’ 
Assn. He succeeds 
Gordon Bussey 
who resigned to 
take a position in 
the pricing divi- 
sion of Bay Pe- 
troleum Corp.’s 

marketing headquarters at Denver. 
For the past eight years, Johnson has 
been with Gerlach-Barkow Co., man- 
ufacturers of good-will advertising and 
promotional materials. His principal 
responsibility was sales personnel train- 
ing. A native of Perry, Iowa, 36-year- 
old Johnson majored in business ad- 
ministration at Blair College in Colo- 
rado Springs. 


TO 
IND 
OUT 


about oil people and their 
ideas for better methods of 


petroleum storage, transpor- 


tation and merchandising 


OIL MARKETING 
MANAGEMENT 


reads NPN 
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John H. Dea has been named assist- 
ant to the president of The Texas Co. 
He has been assistant manager of the 
sales division of Texaco’s foreign 
operations department for the Western 
Hemisphere and West Africa since 
last November. 


P. H. Bergener has retired as credit 
inanager for the Ohio division of Shell 
Oil Co. P. R. Burgdorf, assistant credit 
manager for the Atlanta division, suc- 
ceeds him. 


Michael E. 

Walsh, Jr., has 

been named su- 

pervisor, whole- 

sale sales, for Wil- 

shire Oil Co. of 

California. It’s a 

new position. 

Walsh will be re- 

sponsible for all 

wholesale sales of 

gasoline and diesel 

fuels to commer- 

cial and industrial accounts. Before 

joining Wilshire, Walsh was salesman 

for Union Oil Co. of California in the 
Los Angeles district. 


P. C. Thomas, vice president in 
charge of Shell Oil Co.’s midwestern 
marketing division; has moved his 
office from New York to Chicago and 
will be located in the company’s divi- 
sion office. F. H. Staub, sales assistant 
to Thomas, moves with him. 


W. Arthur Smith has retired as Ohio 
Oil Co.’s zone manager at Mt. Vernon, 
Ohio. S. C. Switzer has been appointed 
to succeed him as head of the retail 
sales organization for Marathon prod- 
ucts in north central Ohio. 


Fred Wellmerling has been ap- 
pointed manager of advertising for 
Tidewater Oil Co. He will direct 
Tidewater’s nationwide advertising pro- 
gram from headquarters in San Fran- 
cisco. 


(Continued on page 210) 


Got Truck Troubles? 


You can stop them before they start 
if you follow the new system used 
by a Sohio division page 169 


| 
| 
| 


| 


} 








Put lasting 
dependability 


between 
truck and 
tank... 























.. .With this rugged 
QUAKER HOSE 


Lightweight and ideal for suction as well 
as discharge, this hose is non-collapsible, 
with small outside diameter and high 
flexibility. Full opening is maintained in 
any position to assure even flow. 

Tube resists damage by petroleum 
products and aromatic fuels. Cover stands 
up to oil, sunlight, abrasion. Reinforced 
with spring steel wire and high tensile 
rayon. Couplings can be grounded to 


reinforcing wire. Available in lengths up 
to 50 feet at your nearby Quaker-Quaker 
Pioneer distributor. For free brochure, 
write: 


H. K. Porter Company, Inc., 
Quaker Rubber Works, 
Philadelphia 24, Pa. 
Pioneer Works, 

Pittsburg, Calif. 


HH. K-. PORTER COMPANY, INC. 


QUAKER RUBBER DIiVvVISIOn 
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(Continued from page 209) 

Ed Hacker of Ballard Oil & Equip- 
ment, Portland, continues as president 
of Maine Oil & Heating Equipment 
Dealers Assn. Other officers are Jacob 
S. Holmes of Consumers Fuel Co., 
Belfast, vice president; H. Allen Mapes 
of Harry A. Mapes, Inc., Sanford, 
secretary; and Gard W. Twaddle, Jr. 
of Twaddle-Mitchell, Inc., Auburn, 
treasurer. 

Ken Gifford of J. S. Wadleigh, Inc., 
Hallowell, was added to the board. 


William H. Van Scoyoc, formerly 
sales manager at Tampa, Fla., has 
been appointed to the new post of 
retail sales manager at Sun Oil Co.’s 


New York region. New district mana- 
gers announced are: Frederick Robin- 
son, formerly at Rochester, named 
to Pelham Manor, N. Y.; Otto P. 
Gans, special representative in the 
motor products department at Phila- 
delphia, named to Rochester; and 
William H. Harpster, motor products 
manager at Hamtramck, Mich., named 
to Tampa. 


Union Oil Co. of California has 
transferred two resident managers in 
the Pacific Northwest. J. M. Corbett 
has been transferred from Tacoma, 
Wash., to Portland, Ore. W. C. Felker, 
previously at Beaverton, Ore., replaces 
Corbett at Portland. 











AT LOW COST 


utterly ruined. 


mechanisms. 


swing joints. 





Morrison Line Strainers and Swing Joints 
Are Built for Important Protection 


A valuable pump is wrecked. A fine costly meter is 
it happened because foreign substance 
was pumped through the lines into the highly important 


Losses are increasing steadily due to leaky, inefficient 


These Morrison line strainers and swing joints, inex- 
pensive though they are, will prevent many breckdowns 
ond loss of time and products. 


Please write for full information. 








MORRISON BROS. COM PANY 


EQUIP 


3 
> ~< 


f 


MENT HEADQUARTERS 


v AB 











John G. Ronayne, district manager 
for Esso Standard Oil Co. in Portland, 
was elected chairman of the Maine 
Petroleum Assn. Howard G. Carlson, 
district manager in Portland for Sun 
Oil Co., was elected vice-chairman. 


T. G. Reeves, president of United 
Oil Corp., Columbus, Ga., reports a 
serious fire there recently. Completely 
lost were the master service station, 
recapping plant and appliance store, 
and the four-story building that served 
as warehouse and general office. Total 
loss reached $750,000. Business was 
directed to their 40 other service 
stations in the Columbus area and a 
new offiice location and recap shop 
were rented within two days. 


Roy G. Lind- 
say, Economy Oil 
Co., Portland, is 
the new president 
of Oil-Heat Insti- 
tute of Oregon. 
He succeeds Fred 
C. Macdonald, 
of Macdonald Oil 
Co., also of Port- 
land, who was 
named board 
chairman. 

Other officers include Al Loucks of 


Lindsay 


| Home Fuel Oil Co., Salem, vice presi- 
| dent; James C. Coon of Diamond Fuel 


Co., Portland, treasurer and Howard 
Hedrick, of Astoria, secretary. 


Leo E. Laurin of Eugene, Robert 
Inman of Vancouver, Wash., Scott 
Partridge of Portland, Merritt Truax 
of Salem, Richard Bourn of North 
Bend, and Coon are new board mem- 
bers. 

Coon is also new president of the 
Portland Oil and Burners Dealers 
Assn. 


George J. Peterschmidt has retired 
as president of El Dorado Refining 
Co. because of illness. He will remain 
on the board of directors and will 
serve the company in a consulting 
capacity. Sam L. Roberson, executive 
vice president and treasurer, moves up 
to the presidency. Lawrence G. Me- 
Kinney, former assistant treasurer, was 
named treasurer. 


J. Howard Corry has been named 
assistant manager of heavy fuel oil 
sales for American Oil Co. He moves 


(Continued on page 211) 
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up to New York from Jacksonville, 
Fla., where he was southern district 
manager of heavy fuels. 


John H. Loudon 
has been elected 
chairman of the 
board of Shell 
Oil Co., succeed- 
ing Sir Francis 
Hopwood, who 
retired recently. 
Loudon is pres- 
ident of Royal 
Dutch Petroleum 

Loudon Co. and board 
chairman of Shell 
Caribbean Petroleum Co., with head- 
quarters in London. He first joined the 
Royal Dutch/Shell group in 1930 and 
was elected to the Shell board in 1948, 
serving until 1953. He rejoined the 
board in August 1956. 
F. J. Stephens has been chosen to 
fill the board vacancy caused by Hop- 
wood’s retirement. 


Harry Jacobs didn’t retire from 
work when he retired from Shell Oil 
Co. because of the company’s com- 
pulsory age retirement. He had been 
assistant to the vice president in charge 
of marketing. Now he’s a vice presi- 
dent of Hess Petroleum Corp. Perth 
Amboy, N. J. Jacobs will bring his 
46 years of oil industry experience to 
bear on a wide variety of problems. 
He is located at Hess’ new office in 
New York City. 


a 
Silas W. Davis, Birmingham, has 
been elected chairman of the Oil 


Men’s Assn. of Alabama. He is division 
manager of Arkansas Fuel Oil Corp. 
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BLACKMER rotary pumps 


They deliver with sustained efficiency; cut maintenance costs and 
delays to a minimum. These fine pumps are designed and built to 
conform to the most rigid controls of materials and craftsmanship 
to bring you the greatest measure of dependability that money can 
buy. Complete factory engineering service is available to help with 
your special applications. 


Here are just a few outstanding Blackmer construction features: 


Self-adjusting for wear vane construction. 
Capacities from 5 to 1500 gallons per minute. 
Easy-to-replace vanes and liners. 

Self-priming with high suction lift. 

Wide range of applications. 

Compact design. 


equipment 


BL! \ 7 WY iER- 


INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
CIVISION SALES OFFICES 
NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO 
See Yellow pages for your local sales representative 














1957 NPN Factbook Sold Out 


Available now: Reprints of its TBA and Oil Marketing Equipment Directories. 








® Address orders to NPN Reader Service, 
330 W. 42 St., New York 36, N. Y. 


Single copy price: fifty cents 
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Hettiet electric 


Hotstart 


for Diesel and Gasoline Engines 


pre-heater 


KIM HOTSTART pre-heaters circulate hot 
water through engines when they are not 
in use; protect them against bitter winter 
weather; keeps engines responsive to the 
touch of the starter. Lightweight; low 
cost; high in savings. Thousands in use. 


@ QUICK, EASY STARTS 
@ SAVES WARM-UP TIME 
@ REDUCES ENGINE WEAR 


@ ELIMINATES NEED FOR 
HEATED TERMINALS 4 MODELS 
EASY TO 
INSTALL 


See your automotive dealer or write for literature 


KIM HOTSTART MANUFACTURING COMPANY 
West 917 Broadway, Spokane 1, Washington 








A copy of this quick-reading, 8-page booklet is 
yours for the asking. It contains many facts on the 
benefits derived from your business paper and 
tips on how to read more profitably. Write for the 
“WHY and HOW booklet.” 


McGraw-Hill Publishing Company, Room 2710, 330 Wes? 
42nd St., New York 36, N. Y. 





National 
Petroleum 
News 

is full of 


Money- 
Making 
IDEAS 


for alert 


oil marketers 


The IDEAS that make 


news in oil marketing 


Better method IDEAS 
for petroleum storage, 
transportation and 
merchandising 


Better management IDEAS 
you can apply to your 


own operations 


See for yourself, in this one issue 
alone, how NPN can help you help 
yourself 
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About Oil People 





(Continued from page 211) 

Hayden Smith, area manager with the 
Sinclair Refining Co. was elected vice 
chairman. 


Oil Heat Council of Western Massa- 
chusetts has renamed Gerald L. Auth 
of Auth Fuels as top man for the new 
year. 

Other officers of the Springfield-area 
group are Reginald K. Swett of Swett 
Bros., vice president; Wilbur J. Hogan 
of Liberty Ice & Fuel Co., treasurer; 
Louise Shea of Armory-Lehigh Fuels, 
Inc., assistant treasurer; and Mae 
Davis of Sullivan Oil & Coal Co., 
secretary. 


Paul C. Voltz has sold the Voltz 
Oil Co. of Bristol, Pa., to Albert M. 
Greenfield & Co. The retail outlets 
have been leased to Tidewater Oil Co. 
Tidewater has also announced that it 
has purchased the assets of James A. 
Clappison, Inc., of Bath, Me., a Tide- 
water dual distributor for the past 22 
years. 

(Continued on page 214) 








closes for advertising 
the first of each month 
for the next month's issue. 


REPRESENTATIVES 

at McGraw-Hill Publishing Company offices 
ATLANTA 3 
M. H. Miller 
801 Rhodes-Haverty Bidg., Walnut 5778 
BOSTON 16 


James B. 0 350 Park Square Bidg., 
Hubbard 2-760 ~ 


DENVER 2 
J. W. Patten, 1740 Broadway, Alpine 5-2981 
Walle 0.1 = 856 Penobscot B 

® orem, Idg., 


HOUSTON 25 

€. E. Schirmer 

724 Prudential Bidg., Locust 1281 
LOS ANGELES 17 

. $. 1125 














NOW-} service station 


“fueling convenience 


for small fleets,farme, 


Bennett 


51” High for better visibility 
and convenient nozzle location 


Tilted Dial Face is easy 
to read 


Up To 12 GPM delivered over 
10 ft. lift 


Horizontal Register indicates 
to 100 gals.—totalizes to 
100,000 gals. 


Padlock pilferage protection 
Lighted dial face available 


Graditional 
Calli 
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ELECTRIC 
CONSUMER 
LZ, PUMP 


Fleet Jr. makes every fueling job easier, 
faster and more accurate for small fleets, 
farms, industries and estates. Engineered 
and built to the exacting requirements that 
have made Bennett service station pumps the 
standard of accuracy, dependability and low 
maintenance cost the world over. 

Tallest farm pump available today, Fleet 
Jr. “Multi-level” fueling design—new extra 
height and “Tilted” Dial Face—provide easy 
readability at any vehicle fuel tank elevation. 


Equipped with direct drive rotary vane 
pump and motor *« Adjustable compression 
type intake coupling * Heavy gauge steel 
housing over welded chassis * Easily acces- 
sible for inspection and service. 


JOHN Woop COMPANY 
Bennett Pump Division + Muskegon, Michigan 
IN CANADA: JOHN Wooo Company Limited 


Toronto ¢ Montreal *« Winnipeg * Vancouver 





more profits from 
more deliveries... 


with |faster 
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Deaths. . 


Ward B. Gorman, Sr., 62, former 
president of the Gorman-Moore Oil 
Co., Inc., Watertown, N. Y., and later 
of the Gorman Oil Co., died June 20. 
He was a pioneer in the fuel oil busi- 


moto rpu Mm p power load i ng ness in northern pig York. 


Trip after trip—truck after truck—the time 

_-and trouble you save with faster loading by 
Ingersoll-Rand Motorpumps add to your over- 
all’ profits . 


These dependable pumps are available in 
either self-priming or standard centrifugal 
types in capacities and sizes to meet your 
exact requirements. 


Actual cost-saving advantages are yours 
with rugged Motorpumps because they give 
_you efficient service, low cost operation with 
a minimum of maintenance. Complete in- 
formation on Motorpumps for your require- 
ments is available at your local Ingersoll-Rand 
branch office or dealer. Or,-write for lat- 
est bulletin. 


Sizes from % 
to 75 horse- 
power—5 to 


vy Ingensoll-Ran a 
M1 Broadway, New York 4, d y. | capacities 





, eg 
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John M. deLuna, former assistant 
to the president of Penola Oil Co., 
died recently of a heart ailment. He 
had retired three years ago after 46 
years with the Esso Standard Oil Co. 
grease and lube manufacturing and 
marketing subsidiary. 


a 
Robert F. Mage, 67, wholesale fuel 
oil distributor in Elmira, N. Y., died 
July 1. 


Hans Thomsen, president of Never- 
man Oil Co., Menominee, Mich., died 
July 13. He was 49. 

He had been vice president of the 
company since its incorporation and 
was elected president last May. Thom- 
sen became ill last February, and spent 
several weeks in the hospital. He 
returned to work June 1, but entered 
the hospital again July 8. 

He was a former Marinette Red 
Cross chairman, was a member of the 
Stephenson Public Library Board and 
a past president of the Marinette 
Kiwanis club. 








IDEAS 
MAKE 
NEWS 


That’s why oil market- 
ing management reads 
NPN. 


National Petroleum News 
is about oil people and their 
ideas for better methods of 
petroleum storage, transporta- 


tion and merchandising. 
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you can meet any lubrication specification if ‘you 


BLEND WITH ENJAY PARATONE® 


(VISCOSITY-INDEX IMPROVERS) 


Base stocks blended with Enjay Paratone can be compounded into lubricants combin- 
ing cold-weather quick starting properties with high temperature, low consumption 
characteristics. These lubricants are all-season oils, featuring improved gas mileage. 
More and more refiners and blenders are relying exclusively on Paratone to produce 
the high “VI” required in these all-season oils. 


Through years of intensive research and development work with automotive manu- 

facturers, Enjay has developed the only complete line of high quality additives 

(Paramins®) that can assure maximum performance characteristics. Why not let this Pioneer in 
experience and know-how work for you? Write, wire or phone the Enjay Company. Petrochemicals 


ENJAY COMPANY, INC., 15 WEST Sist ST., NEW YORK 19, N. Y. 


Akron Boston + Chicago « Detroit + Los Angeles * New Orleans + Tulsa 
> o 
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FOR OPERATING 


AIVNE 


TO GET 


ere er 





1 HOSE REELS for handling air, water 
and lubricants. 

2 AIR COMPRESSORS—single or two 
stage, vertical or horizontal from V3 
to 20 HP. 

3 GREASE DISPENSERS—self-contained 
25 |b. containers with measuring unit 
or dispensing units to fit 100 Ib. or 
120 Ib. drums. 

4 TANK UNITS for kerosene, lubricat- 
ing oils or alcohol. 

5, LFTS—Drive-on, free-wheel or frame 
type. 


EFFICIENCY AND PROFIT WE FOUND IT PAYS TO SWITCH TO 


AVLL THE bM4-4V 


BETTER SERVICE ALWAYS 


Pumps . . . lifts . . . air compressors . . . hose reels . . . high boys . . . grease 
dispensers . . . remote pumping systems are all built scientifically by Wayne 
to work together for the peak service station efficiency. They are “station- 
engineered” for extra service. 

Each piece of Wayne equipment has been designed, developed and pre- 
tested to do its own particular job with maximum service life. Each is built 
under the rigid “quality-control” system of Wayne. 


When you build or modernize, don’t assemble your station piecemeal. 
Standardize on the finest . . . make it WAYNE ALL THE WAY for ONE high 
quality . . . ONE source of supply . . . ONE responsibility to keep your equip- 
ment at peak performance . . . ONE nationwide service organization of 
factory trained men and genuine Wayne replacement parts. 


The Wayne Pump Company—Salisbury, Maryland; Toronto, Canada 























6 REMOTE PUMPING SYSTEMS—above 
ground, submersible or turbine type. 


7 DUO PUMPS for dispensing one or 
two grades from a single pump. 


8 PUMPS—complete line of Soloramic 
Models 605, 600 and Model 90. 





Sam — 
you made the sales 


Sam does plenty of desk work keeping tabs on 1200 regular Shellubrication customers. 


One million gallons of gasoline— | 
that’s what Shell Dealer Sam Bell will sell this year. 


“‘Buy Shell from Bell!” That’s the slogan of Sam Bell, Chicago 
Shell Dealer. And Chicagoans really follow it .. . to the tune 
of a million gallons of gasoline a year. Just listen to how he 
grew head and shoulders above his competition. 


Sam took over his present location in 1945. At that time, the 
Shell station was pumping 17,000 gallons of gasoline a month 
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As soon as Sam moved in, up went the “Buy Shell from 
Bell” signs. With the help of the Shell merchandising 
man, Sam used lots of colorful, eye-catching displays. 

Sam Bell talked up his new business to friends, rela- 
tives and neighbors. When they came in they got that 
super service that brings a motorist back time after time. 

Yes, Sam got very busy very quickly. But he never 
et his housekeeping slip. He always found time to keep 
his station clean as a whistle. In two short years, Sam 
boosted gallonage to 40,000 a month. 

Sam didn’t depend on word-of-mouth advertising. One of the frequent between-shifts 
The very first day he opened, he began keeping com- showing of a Shell training film. 
plete Shellubrication customer files. And ever since, Preaek Se me — 
Sam has followed the entire Shellubrication program 
right down the line . . . from the special customer receipt 
forms, through the accurate, thorough and easy filing 
system, to the monthly customer service reminder 
mailings. 

As a result, Sam has an army of 1,200 regular Shellu- 
brication customers. And his average job ticket is 
over $12! 

Sam and all his men have been through Shell’s Ad- 
vanced Retail Training Center. They take frequent 
brush-ups via Shell’s service and selling training films. 

When Sam Bell isn’t busy selling Shell, he’s busy = 
working for some civic, religious or charitable organiza- ae pene y werp ys 
tion. Friends and neighbors call him a star-spangled pewet phe ctond pe tea 
citizen and credit him with countless good deeds every : 
year. 

Maybe the reason Sam has so many customers is 
because he has so many friends. These customers have 
boosted his gallonage from 17,000 gallons a month to 
over 80,000 a month, and his business is still growing. 

But the man behind, “Buy Shell From Bell,” himself 
has said, “Without Shell, there would have been no 
slogan—and more important—none of that Shell Retail 
Merchandising assistance that’s put me over the top.” 

Shell Oil Company invites you to inquire about 
the profit possibilities of selling under the Shell P Y . 
brand. Phone Shell Oil Company or the Shell Sam holds class on Shellubrication 


franchised jobber nearest you. The subject is Shell’s detailed 
lubrication charts. 


It pays to be a Shell Dealer 
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Coming Meetings 


SEPTEMBER 

»Colorado Petroleum Marketers Assn., 
annual meeting, Hotel Colorado, Glen- 
wood Springs, Sept. 4-5. 


API Information Committee meeting, 
Broadmoor Hotel, Colorado Springs, 
Sept. 5-6. 

Missouri Petroleum Assn., fall Frolic, 
Columbia Country Club, Columbia, Sept. 
9. 


New York Oil Heating Assn., Hotel Del- 
monico, New York City, Sept. 9. 


Society of Automotive Engineers, national 
tractor meeting and production forum, 
Hotel Schroeder, Milwaukee, Sept. 9-12. 


Oil Jobbers Management Institute 2nd 
annual meeting, University of Mississippi, 
University, Sept. 10-11. 


Packaging Institute, Petroleum Packaging 
Committee, Hotel Guildwood Inn, Point 
Edward, Ontario, Sept. 10-11. 


API Division of Marketing, Lubrication 
Committee meeting, Traymore Hotel, 
Atlantic City, Sept. 11. 


National Petroleum Assn., 55th annual 
meeting, Hotel Traymore, Atlantic City, 
Sept. 11-13. 


Kentucky Petroleum Marketers Assn., 
fall outing, Kentucky Dam Village, Gil- 
bertsville, Sept. 12-14. 


Intermountain Oil Jobbers Assn., an- 
nual meeting, Hotel Worthmore, Jackson, 
Wyoming, Sept 13-14. 


Georgia Oil Jobbers Assn., fall conven- 
tion, Ralston Hotel, Columbus, Sept. 
20-21. 


Michigan Petroleum Assn., Hotel Grand, 
Mackinac Island, Sept. 13-14. 


Ohio Petroleum Marketers Assn., fall 
conference, Commodore Perry Hotel, 
Toledo, Sept. 18-19. 


Independent Oil Compounders Assn., an- 
nual meeting, Hotel Carter, Cleveland, 
Sept. 22-24. 


Pennsylvania Petroleum Assn., annual 
meeting, Pocono Manor Inn, Pocono 
Manor, Sept. 22-24. 


American Society of Mechanical En- 
gineers, annual petroleum mechanical 
conference, Tulsa, Sept. 22-25. 


Florida Petroleum Marketers Assn., 
Hotel Fountainbleu, Miami Beach, Sept. 
26-27. 


Western Petroleum Refiners Assn., Rocky 
Mountain area meeting, Henning Hotel, 
Casper, Wyoming, Sept. 26-27. 


Gasoline Pump Manufacturers Assn., an- 
nual Fall conference, DelMonte Lodge, 
Pebble Beach, California, Sept. 29- 
Oct. 4. 


OCTOBER 


National Petroleum Council, depart- 
mental auditorium, Washington, D.C., 
Oct. 3 


American Society of Lubrication En- 
gineers, annual meeting, Royal York 
Hotel, Toronto, Oct. 7-9. 


» Alabama Petroleum Jobbers Assn. and 
Mississippi Oil Jobbers Assn., annual 
meeting, Hotel Buena Vista, Biloxi, Oct. 
13-16. 


American Petroleum Credit Assn., 33rd 
annual conference, Mark Hopkins Hotel, 
San Francisco, Oct. 13-16. 

API Division of Marketing, operations 
and engineering committee meeting, Bilt- 
more Hotel, Los Angeles, Oct. 14-16. 


New York Oil Heating Assn, Hotel 
Delmonico, New York City, Oct. 14. 


Indiana Independent Petroleum Assn., 
annual meeting, Hotel Severin, Indian- 
apolis, Oct. 16-17. 





HEAVY DUTY—CUSTOM BUILT CONSTRUCTION BODIES 
by. BROWNIE 





Manufacturers of trucks and trailer tanks, oil storage tanks, 
prover tanks, pressure tanks and custom steel fabricated 


Write for complete specifications, draw- 
ings and Brownie’s catalog 61-57. 





DISTRIBUTORS: 1220 Randolph 4 Chi 
. © 1301 Jackson 
St., “eg 2, Ohio ¢ 2102 E. ‘oan St., Cleveland 15, 
Ohi 869, Suburban Station Building, 
ledeiphie 5 3, Pa. © 35-28 42nd St., Long island 
city 1, 


5733 Grand River, Detroit 8, M 





7, Ue 


Y. © 612 Commerce Road, Linden, N. J. 


BROWN STEEL TANK CO. 
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DISPLAYED RATE 
The ‘atees rate is $17.50 per inch for Kexlpment 
and Business Onoert — a ising appearing on 


than contrac 
EMPLOYMENT OPPORTUNITIES 
The rate is $23.40 Agenc 
Commission. 





Replies (Box No.): Address to office nearest you 
¢/o This publication Classified Adv. Div. 
NEW YORK: P. O. Box 12 (36) 
CHICAGO: 520 N. Michigan Ave. (11) 
SAN FRANCISCO: 68 Post St. (4) 





CEM PLOYMENT 


—=————SELLING OPPORTUNITY OFFERED 


H Equipment — Sales R® 

— for a complete line—New Jersey ae 
— attractive tocneeggyers arrangement. Reply 
fully in confidence, ng background and 
— lines. RW- “sae, ational Petroleum 








POSITIONS WANTED 


Sales Executive. Aggressive, good appearance. 
Commercial 


salesmen. PW-5894, National Petroleum News. 





Sales or Management. Aggressive, mature Petro- 
leum and Allied Products Marketer. Experienced 
Distributor, dealer and commercial sales. With 
majors and jobber. Capable of directing men. 
PW-5901, National Petroleum News. 





SELLING OPPORTUNITY WANTED——— 


Salesman, age 40 with proven sales record. Would 
like manufacturers line on comm. 15 years ex- 
perience. New car. Midwest. Now calling on oil 
jobbers in Mo. & Kansas. RA-5680, National 
Petroleum News. F 








For Sale: One 1948 Heil 4800 gation 
partments. Tandem Axle Trailer, Full Suited. 
$1675.00. C. H. Miller, 825 N. 4th Street, Zanes- 
ville, le 





1947 Fruehauf Tandem Petroleum Topeenert. 
air brakes, 10000x20 tires, 6000 gallon - 

t, Telescopic Landing Gears. i 
ivery up to 350 miles, photos available. Riedy- 


CLASSIFIED 


INFORMATION 

AN ADVERTISING INCH is measured % inch 
vertica'ly on one column, 3 columns—30 inches—to 
a page. 

Send NEW ADS or Inquiries to Classified Advertis- 
ing Division, NATIONAL PETROLEUM NEWS, 
P. O. Box 12, New York 36. October Issue closes 
September 1 Oth. 


7 


UNDISPLAYED RATE 
$1.80 a line. Minimum 3 lines. Box mumbers count 


one additional line 

Hg ila WANTED. eae rate is one half 
DISCOUNT “ot 10% if full payment is made in ad- 

were of four consecutive insertions of undispla 
s. 


i 


bi 





SALES ENGINEERS 


“A major Midwest marketer has worth- 
while job opportunities for graduate en- 
gineers (preferably Mechanical or Chem- 
ical) to work as Sales Engineers. Under 
40. Salary open. All replies confidential 
Submit detailed resume of background 
and experience to” 


P-5683 NATIONAL PETROLEUM NEWS. 
520 N. Michigan Ave., Chicago 11, {il 








WANTED—EMPTY CANS 
SURPLUS STOCKS—MISPRINTS 
DISCONTINUED BRANDS—OVER RUNS 
LITHO 1 QT. 

WARREN REFINING CO. 
P.O. Box 772, Birmingham |, Ala. 








FOR SALE: 
FORD F-8 TRACTOR AND 3990 GALLON 
GASOLINE TRAILER EQUIPPED WITH TWO 
3” SMITH METERS. READY TO GO! CAit 
NEW JERSEY, HAWTHORNE 7-1000. 
Cc. J. STYGER CO. 
C/O 10 Wagaraw Road, Hawthorne, NJ. 








USED TANK 
TRAILERS 


For Sale or Lease 


First Offering! Used aluminum trailer tanks ca- 
weg B ee ann 7,980 a New tires. Priced 


janufacturing Company, 7. 
13th Street, Kansas City %, Missouri. 
BEnton 1-7400. 


Area. Steel tandem units, 


New York Area. Steel tank trailers 4 - 
6,500 gallons. Tandems only. Priced from 

Contact Butler Manufacturing Company 0 602. 
103 Park Avenue, New York 17, = York. Tele- 
phone MUrray Hill 3-9473, 


Chicago Area. Steel tandem py capacities 
5,200 to nae 3 gallons. Priced from 100.00 
Contact Butler Manufacturing Company, Suite 1100, 
3414 WN. Harlem Ave., 34, Iinois. Tele- 
phone National 2-7171. 








For Sale: 1953 Auto-Cer Tractor and a 4500 
gallon, four compartment Fruehauf Trailer 
equipped with gasoline pump and meter with 
printer. Adams & Browne Oil Co., Inc., 2 State 
Street, Auburn, N.Y. Phone: 3-7357. 














WANTED 
Will consider buying used low type Tokheim or 
Gilbarco pumps, regardless of condition. Describe 
equipment. Quote best cash price. Pel State Oil 
Company, Box 4043, Shreveport, 














STEEL STORAGE TANKS 


Railroad Tank Car Tanks 


6,500 to 1 Gal. 
Coiled 
Cleaned — Painted — Tested 
Nente —s 
omplete Tom 
a 


S000 and d'76,800 Gul, Cov 
MARSHALL RAMLWAY 
EQUIPMENT CORPORATION 


328-332 Ccanell 
= : Building 
bi 43-1117 








Bulk Oil Plants Propane Gas Pia 

properties throughout the midwest. We s 

in selling petroleum properties. Ole B 

leum Marketers, 605 Produce Bank Bidg., *Minne- 
apolis 3, Minnesota. 





Manner Truck Equipment Corp., 809 8 it 
St., Toledo, Ohio, Phone CHerry 8-6441. 





Tank jm yo 949 Federal. 
foie & 





demonstrators print- 

. tadiaeber, hose reel, w/hose and 

. Several complete sets at less 

tien ae cost. FS-5907, National Petroleum 
ews. 





7 


Eight Petroleum tank trailers for sale. Year 1951. 
Standard steel. Spread Tandem. 8000 and 7300 
gallon capacities. Excellent a Price rea- 
sonable. Being sold by carrier. Contact A. a. 
Posnik and Company, 12300 Visger Road, De- 
troit, Michigan. 





For Sale—Major Brand Bulk Oil Busi- 
nesses in Wisconsin and Illinois. Each is show- 
ing a substantia] net profit and all have excellent 
potential. Write for information, M. Putnam, 
Petroleum Realty, 3230 University Madison, Wis. 








PROFESSIONAL SERVICES 











PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


CORPORATION 
Box 268, Westfield, N. J. 








WANTED 
EMPTY CANS 


SURPLUS STOCKS—MISPRINTS 
DISCONTINUED BRANDS—OVER RUNS 
LITHO 1&5 QT, 2&5 GAL 


WARREN OIL CO. 
OMAHA 8, NEBR. 
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FOR SALE 


1—2800 gallon 2 axle Autocar cab over engine 
1—4000 gallon 3 axle Autocar cab over engine 
1—4400 gallon 3 axle White cab Ae 
PHONE Plaza 6-447) A 826 
THE F. AND S. OIL COMPANY 
SOUTH LEONARD STREET EXT. 
WATERBURY, CONNECTICUT 
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TWICE AS USEFUL 








o 














REGULAR-PREMIUM REGULAR ONLY 


PREMIUM ONLY 


There is no substitute 
for TOKHEIM QUALITY/ 





With a vertical trim 
strip extending full 
height of pump, the 
design is ideal for 
finishing in one or 
two colors. 


This new Tokheim 350 Twin is an amazing island dispenser. It 
requires only slightly more space than a conventional pump, yet 
it is actually two complete pumps in one, and is built for either 
one or two-product delivery. That means you can do twice the 
business from a given space—keep customers moving in and out 
fast when minutes are dollars. It’s a beauty to look upon too; 
with wide, clear-vision Vista-Dial easily read from any angle, 
night or day; and a center divider to separate dial numerals 
clearly. New Automatic Re-set Computer returns numerals to 
zero, and starts motor switch with one simple lever action. It’s 
the newest—and easily the finest—Twin Pump in the market. Ask 
for a demonstration today! Call your Tokheim representative! 


Write for bulletin 


TOKHEIM CORPORATION 


OKHEIM DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE SINCE 1901 


INDIANA 





GASOLINE PUMPS Subsidiaries: Tokheim N.V., Leiden, Holland— GenPro, Inc., Shelbyville, ind. 


Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, 205 Yonge St., Toronto, Ont. 
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THE C422... DUPLEX 


Models 241 (Pump) 241-5 (Dispenser) for 1 Product 





Because each nozzle on Erie’s Model 241 one 
product Duplex is located very conveniently on the 
customer’s side—next to its dial—you save space, 
speed service and avoid customer confusion. 

This duplex unit is ideal wherever space is limited and 
at a premium. It requires less working space on the 
island than any other dual. 

For extra value you get large display space—big dial— 
big, fully lighted numerals—big output. In 60 
seconds, front and back panels snap off. All parts 

and adjustments are then easily accessible. 


Ask for Catalog 1660. 


+13) 3s) | ae 


' | 
| 


E<<e_ DUPLEX for 2 Products 


Models 240 (Pump) 240-5 (Dispenser) 
a] r 
Erie has engineered two modern, independent | fr {| 


most accessible chassis available today. 


pumping systems in a single cabinet in the - ¥ —_ 
| 14 ; 
ae 


Every operating feature of the modern 
Erie Continental Series is retained. For 
details ask for Catalog 1660. 


MODEL 240—PUMP 
MODEL 240-5—DISPENSER MODEL 240—CHASSIS 


METER SYSTEMS, INC., Erie, Pa. 


SALES OFFICES Chicago Denver Kansos City, Mo. New York Philadelphia 
Atlanta Cleveland Detroit Los Angeles Oakland, Cal. Portiand, Ore. 
Boston Dallas Erie New Orleans Omaha Seattle 





